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Executive Summary 


“Virtually all mothers 
can breastfeed pro- 
vided they have 
accurate information, 
and support within 
their families and 
communities and 
from the health care 
system” 


Dr. Lee Jong-Wook 


Director General of WHO in his 
call on governments to promote, 
protect and support breastfeeding 
at the launch of the Global 
Strategy on Infant and Young 
Child Feeding 


23 March 2004 


The Strategy pinpoints the 
main problems affecting infant 
and young child feeding and 
identifies implementation and 
monitoring of the Interna- 
tional Code and subsequent 
resolutions as a key area 


requiring action. 


Article 44 of the Global Strategy 
sets out the responsibility of 
companies: 


“Manufacturers and distribu- 
tors of industrially processed 
foods for infants and young 
children... should ensure 
that... (these products) meet 
applicable Codex Alimentarius 
Standards... They should 
(also) ensure that their 
conduct at every level con- 
forms to the Code, subse- 
quent relevant Health Assem- 
bly resolutions, and national 
measures that have been 


adopted to give effect to 
both.” 


i. very three years, IBFAN publishes a report on compliance with the 

International Code of Marketing of Breastmilk Substitutes and relevant World 
Health Assembly Resolutions. The 2004 report, “Breaking the Rules — Stretching 
the Rules”, is organised by company in alphabetical order and follows different 
Code themes within the write-up of each company. This summary highlights the 
marketing trends over the past three or four years. 


Health facilities still come out to be the preferred avenue for companies to 
reach mothers. This is especially so in countries which have not implemented 
the Code or where measures are inadequate. Countries with strong measures 
which are properly enforced are better at keeping company promotion out of 
health facilities. The scourge of supplies (donations of formula) and samples 
remain a major problem area with companies competing to receive equal and 
sometimes exclusive treatment by hospitals. Distribution and display of 
company materials is widespread and as in the case of supplies and samples, 
these are more prevalent in countries where purchasing power is high like 
UAE, Singapore and Hong Kong. 


Closely intertwined with promotion in health facilities is the pursuit of 
health professionals by companies. One country — Thailand — sticks out 
with companies vying to entice doctors and nurses with innovative gifts in 
varieties and numbers not seen elsewhere. Mothers too are deluged with gifts 
during their stay in hospital and when they return for check-ups. This happens 


because the voluntary code in Thailand has expired and with no other instrument © 


in place to provide a level playing field, companies compete ruthlessly to expand 
their market share. All of this comes at a price to the health care system, not to 
mention the health of infants. 


The problem of promotion in health facilities is compounded by the fact 
that the Code is weak in certain areas. Companies exploit these weaknesses 
by pushing at the boundaries of what is allowed. One striking example is 
informational materials for health professionals. Since information to mothers 
is restricted, companies adeptly mark materials as ‘information for health 
professionals’, list the required statements and warnings in small print while 
the text is addressed to mothers. Such attractive company materials are often 
supplied in bulk to health facilities, testimony to the fact that mothers are 
intended as the captive audience. One company, Nestlé, even states on its 
materials that the item is intended for health professionals for distribution to 
mothers! 


Claims which ride on “closeness to breastmilk” abound in advertisements, 
leaflets and the so-called scientific and factual information for health 
professionals. The one dominant theme over this period was the emphasis 
on fatty acids such as DHA/ARA, naturally found in breastmilk, but 
imitated (derived from fungi, algae or fish oil) and added to formula to 
purportedly make babies smarter. Eleven out of the 16 international companies 
included in this report jumped on the bandwagon of selling ‘intelligence 


in a bottle’. All are cashing in on the emotional desires of parents to have 
Smart children. 
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In many parts of the world, parents are willing to pay extra for the IQ promise. It 
is estimated that infant formula supplemented with fatty acids cost parents an 
additional US$200 a year as these products are priced 15 to 30% more than 
standard formula. There are no independent long term studies to substantiate the 
benefits of added DHA/ARA to formula. Only recently have regulating agencies 
started to act. In April 2004, Canada’s Food Inspection Agency ordered Mead 
Johnson to stop claims about the effect of DHA & ARA in its Enfamil 
| products. It is expected that other governments will take similar action. Apart 
| from the IQ springboard, companies also harp on how other added ingredients 
bring a product ‘closer to breastmilk’ and boost baby’s immunity to disease, 
promote healthy growth, etc. All these misleading claims are promotional in nature 
and prohibited by the Code. 


The issues of conflicts of interest and medical ethics come to head when 
doctors, nurses, midwives and their professional associations receive handouts 
ranging from gifts of little consequence to big grants from industry. The 
impact on professional integrity is far-reaching. Monitoring reveals an 
increasing number of health professionals becoming addicted to company 
donations and sponsorship. China with its 19 million new babies annually will 
be the next unsuspecting target of companies in this respect. The fact that 
the country has more than half of the world’s Baby Friendly health facilities 
will have little meaning unless the national law based on the Code is properly 
implemented and enforced. 


_ Although prevalent, Internet advertising did not out-strip other forms of 
promotion as was initially feared. In a positive development, some companies 
have actually removed blatantly promotional content from their web-site, and 
others have restricted their web-pages to health professionals. 


Where labelling is concerned, long and tough battles will need to be waged at 
the Codex Alimentarius Commission before health, functional and nutrition 
claims which idealise products become things of the past. Several forced 
recalls of products contaminated with the deadly Enterobacter sakazakii, 
indicate the need for labels to warn that no formula is sterile. Labelling saw 
greater compliance when Nestlé took a long awaited lead in labelling its 
complementary foods from “six months”; implementing the global 
recommendation for six months exclusive breastfeeding. The company, however, 
needs to prove its sincerity in upholding the WHO recommendation by applying it 
to all countries and by keeping its Blue Bear complementary food mascot out of 
health facilities. 


Other companies, meanwhile, behave as if the several World Health Assembly 
Resolutions on “six months” do not exist. This ‘head in the sand’ approach 
generally applies to the interpretation of the scope of the Code with many 
companies sticking to the indefensible stand that the Code applies only to 
infant formula, not to “other products which are marketed or represented as 
breastmilk substitutes”. This narrow interpretation accounts for a sizeable chunk 
of violations reported. 


Feeding bottles and teats. Unlike the past reports, Breaking the Rules 2004 
gives only illustrations of violations involving feeding bottles and teats and 
does not give a company by company account. This in no way deflects from 
the severity of the violations by manufacturers of feeding bottles and teats. A 
table summarises the performance of 14 major companies vis-a-vis the relevant 


Code provisions. 


The final “Stretching the Rules” section features some practices which discourage 
breastfeeding but do not directly violate the Code. Mostly, these practices involve 
‘formula for mothers’ or ‘growing-up milks’. 


IBFAW = atriationl Baby Food Aston Netw 


—human milk 


How does DHA- ARA 
get into formula? 


“Infant formula is currenily 
a commodity market, with 
all products being almost 
identical and marketers 
competing intensely to 
differentiate their products. 
Even if Formulaid (the 
blend of fatty acids, DHA- 
ARA) has NO benefit, we 
think it would be widely 
incorporated into formula, 
as a marketing tool and to 
allow companies to promote 
their formula as ‘closest to 


Note: The company which wrote 
the above in early 2002 is Martek, 
the main supplier of oils and other 
additives to most formula makers. 
Martek’s sales went up 183% in 9 
months. It took independent re- 
searchers 2 more years to establish 
that the added fatty acids have no 
definite benefits. 
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Incroduction 


“Those who make 
claims about infant 
formula that inten- 
tionally undermine 
women’s confidence 
in breastfeeding, are 
not to be regarded as 
clever entrepreneurs 
just doing their job, 
but as human rights 
violators of the worst 
kind.” 


Stephen Lewis 
Deputy Executive Director 
UNICEF 

April 1999 


3 reaking the Rules, Stretching the Rules 2004 is based on evidence collected 

between Jan 2002 to April 2004. The ‘Rules’ are the benchmark standard 
provisions of the International Code of Marketing of Breastmilk Substitutes and 
related World Health Assembly resolutions. 


Contrary to other years, monitoring was not organised by region, nor did it result 
from a worldwide training of coordinators from selected countries as was the 
case in 2001. Breaking the Rules 2004 (BTR) is the first major outcome of 
SIM, the Standard IBFAN Monitoring tool which aims at popularising monitoring, 
yet maintaining standard questionnaires so that groups and individuals use the 
same protocol to report evidence from wherever they are. Reporting is flexible. 
It can be electronic with digital forms and digital pictures or it can be manual 
with handwritten notes and actual specimen. With SIM, everyone can be a monitor. 
Results were first checked, translated and collated by four collection centres in 
Europe, Latin America and Asia. They were then merged into one large database 
and underwent thorough legal and factual checking by ICDC, before being sorted 
by company and by type of violation. In total, more than 3000 reports were 
received from 69 countries, some only with very sparse information, others with 
hundreds of entries each.* 


During the period under review, a few countries wanted to do monitoring as a 
national exercise. Training with SIM was provided by IBFAN-ICDC under 
the auspices of national governments and/or UNICEF field offices. Although 
the results were primarily meant for national reports, they obviously fed easily 
into the BTR collection. This was the case for Indonesia, China and Thailand. 
(See the separate “Look what they’re doing” reports). IBFAN Latin America 
held a short training course for volunteer monitors and has published a 20 
page “Look what they’re doing in Latin America” report in Spanish. IBFAN 
Europe used seed grants to motivate some groups to do monitoring while 
IBFAN Africa coordinated its own monitoring. All shared their results for this 
worldwide report. 


SIM is not designed to obtain statistical information nor is it meant to provide full 
information on any one company or any one region. In fact, reports covered a 
total of 176 companies but many were found to be subsidiaries of transnationals 
or local distributors. To provide continuity and the possibility of assessing progress, 
it was decided to continue in this BTR with the same list of the 16 largest 
companies as in previous reports. 


The progress in digital technology meant that many monitors were able to send in 
scanned pictures and digital photographs. There was such a wealth of images 
that only about one third could be reproduced and even then they had to be 
shrunk to fit. For each violation reported, there are at least ten others that went 
unnoticed. Private deals, pay-offs and agreements escape the public eye completely. 
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| All data were reviewed and double-checked. Entries not sufficiently substantiated by evi- 
cence were rejected. All efforts were made to verify the accuracy of this report but any errors 
remain the responsibility of the editors. 
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And - each violation reported, one can be sure there are thousands more of the 
same Decause Companies mass-produce their materials and labels. In other words 
the contents represent the proverbial ‘tip of the iceberg’. 


BACKGROUND 


The International Code was adopted in 1981 as a “minimum” standard to help 
protect and promote breastfeeding in all countries. Its preamble explains that 
“the marketing of breastmilk substitutes requires special treatment which makes 
usual marketing practices unsuitable for these products”. The Code, summarized 
overleaf, spells out which marketing practices should be discontinued. Since its 
adoption, the Code has been re-affirmed by the World Health Assembly (WHA) 
on at least 15 occasions and new Resolutions with the same legal status as the 
Code have been adopted to clarify certain provisions and to attempt to keep up 
with changing products and practices. One of the aims of Breaking the Rules is 
to inform the WHA of the status of compliance with its recommendations and of 
the new trends in marketing. 


Scientific evidence from hundreds of studies over the past twenty years confirms 
that breastfeeding — and especially exclusive breastfeeding during the first six 
months — is the optimal way to nourish and nurture infants. Breastmilk contains 
all the essential nutrients as well as antibodies that counter infection. No infant 
formula made of cow’s milk, soy or other ingredients can ever equal this natural 
way of feeding. Human milk decreases risks for a large number of acute and 
chronic diseases including diarrhoea and respiratory infection. Breastfeeding 
provides all necessary nutrients and liquids for six months, it supplies half the 
baby’s nutritional requirements between six and 12 months and up to one third 
between 12 and 24 months. Even in the most affluent conditions, where water is 
clean and mothers are highly educated, an artificially fed infant is more likely to 
suffer from respiratory illnesses, gastrointestinal infections, and allergies. The 
risk of HIV infection through breastfeeding certainly exists, but it has been 
established that not breastfeeding can lead to a six-fold increase in infant mortality 
due to infectious diseases. 


IBFAN is often asked whether it is not frustrating to do Code monitoring and 
keep on finding violations? Yes it is, but without watchdogs the Code would be 
a mere piece of paper. The network also knows that it does make a difference, a 
big difference. IBFAN’s evidence is being used by international organisations and 
ethical investment companies and manufacturers are increasingly being challenged 
about their social responsibility and observance of human rights. Where there are 
no laws, or where laws are not enforced, independent monitoring is the only way 
of putting pressure on companies to behave, the only way of teaching consumers 
about new tactics, of informing health professionals about the latest propaganda. 
If there were no independent monitoring, companies would not need to look over 
their shoulders and promotion would be much worse. 


In addition to reporting, monitoring also allows action. Over the past year alone, 
‘monitoring has led to at least one conviction in court, (Wyeth in the UK was fined 
£60,000 for illegal advertising) to a change in a big commercial campaign (Gerber 
in Trinidad and Tobago) and to the suspension of another (Nutricia in China), to 
a retraction of claims (Mead Johnson in Canada) and to apologies (Mead Johnson 
in Malaysia) as well as to revisions in company materials (Nestle in China and 
Ghana). Each one of these was started by one individual saying: “Hey, this is not 
right” and, through IBFAN, knowing that she can rely on others for support and 
help to build sufficient pressure for change. Governments as far apart as Brazil, 
India and Iran have demonstrated that strong laws can change labels, that 
advertising can be stopped and that companies will obey the rule of the land if 
there is political will to enforce it. IBFAN is committed to continue checking who 


is “Breaking the Rules”. 


_IBFAN -- International Baby Food Action Network 


Children who are not 
exclusively breastfed for 6 
months are more at risk for 
the following diseases, 
illnesses, and conditions: 


@ About 40% more likely to 
develop type | diabetes. 

@ About 25% more likely to | 
become overweight or 
obese. 

@ About 60% more likely to 
suffer from recurrent ear 
infections. 

@ About 30% more likely to 
suffer from leukemia. 

@ About 100% more likely to 


~ suffer from diarrhoea. 


@ About 250% more likely to 
be hospitalized for respira- 
tory infections like asthma 
and pneumonia. 


These statistics were 
removed from messages and 
ads designed to show the 
risks of NOT breastfeeding 
during the National 
Breastfeeding Awareness 
Campaign by the US 
Department of Health. 


The percentages and the two 
references to the risks of 
leukemia and diabetes were 
removed, NOT because there 
was insufficient scientific 
evidence but because of 
enormous pressure by Mead 
Johnson and Abbott-Ross, 
the two largest American 
formula makers. 


It might make mothers feel 
guilty, said the companies. If 
it is the truth, said health 
professionals, we cannot 
withhold information from 
our patients. If we want to 
encourage people to wear 
seatbelts, we do also give 
them information about what 
might happen if you don’t, so 
why not with breastfeeding. 


_ i LONE 
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SUMMARY 


‘Inappropriate feeding practices lead to infant malnutrition, morbidity and mortality in 
all countries, and improper practices in the marketing of breastmilk substitutes and 
related products can contribute to these major public health problems.’ Cope PREAMBLE 


The International Code was adopted by the World Health Assembly on 21 May 1981. It is intended 
to be adopted as a minimum requirement by all governments and aims to protect infant health by 
preventing inappropriate marketing of breastmilk substitutes. 


The Code covers the marketing of all 
breastmilk substitutes (Article 2). 
These include: 

@ infant formula (including so-called 
‘special’ baby milks such as ‘hypo- 
allergenic’ formula, preterm milks 
and others); 

@ follow-up milks; 

@ complementary foods such as 
cereals, teas and juices, water 
and other baby foods marketed 
for use before the baby is six 
months old. 


The Code also covers feeding 
bottles and teats. (Articles 2, 3 and 
WHA 54.2 [2001]). 


PROVISION OF CLEAR 
INFORMATION 


Informational and educational 
materials dealing with the feeding 
of infants and intended to reach 
health professionals, pregnant 
women and mothers of infants and 
young children, should include clear 


information on all the following 
points: 


a) the benefits and superiority of 
breastfeeding: 

b) maternal nutrition and the 
Preparation for and maintenance 
of breastfeeding: 

c) the negative effect on breast- 


feeding of introducing partial 
bottle feeding: 


d) the difficulty of reversing the 
decision not to breastfeed; and 

e) where needed, the proper use of 
infant formula. 


When such materials contain infor- 

mation about the use of infant formula, 

they should include: 

a) the social and financial implications 
of its use; 

b) the health hazards of inappropriate 
foods or feeding methods; 

c) the health hazards of unnecessary or 
improper use of infant formula and 
other breastmilk substitutes. 


Such materials should not use pictures 
or text, which may idealise the use of 
breastmilk substitutes (Articles 4.2 
and 7.2). 


No PROMOTION 
TO THE PuBLic 


There should be no advertising or other 
form of promotion to the general public 
of products within the scope of the Code. 
There should be no point-of-sale 
advertising, giving of samples or any 
other promotional device to induce sales 
directly to the consumer at the retail 
level, such as special displays, discount 
coupons, premiums, special sales, loss- 
leaders and tie-in sales. Marketing 
personnel should not seek direct or 
indirect contact with pregnant women 
or with mothers of infants and young 
children (Article 5). 


No GiFts To MOTHERS 
OR HEALTH WorKERS 


Manufacturers and distributors should 
not distribute to pregnant women or 
mothers of infants and young children 
any gifts of articles or utensils, which may 
promote the use of breastmilk 
substitutes or bottle feeding. No financial 
or material inducements to promote 
products within the scope of the Code 
should be offered to health workers or 
members of their families. Financial 
support for professionals working in 
infant and young child health should not 
create conflicts of interest (Articles 5.4, 
7.3, WHA 49.15 [1996]). 


No PROMOTION TO 
HEALTH Care FAcILITIES 


Facilities of health care systems should 
not be used to promote infant formula 
or other products within the scope of 
the Code. Nor should they be used for 
the display of products, or placards or 
posters concerning such products, or for 
the distribution of material bearing the 
brand name of products covered by the 
Code (Articles 6.2, 6.3, 4.3). 


No PROMOTION To 


HEALTH Workers 


Information provided to health 
professionals by manufacturers and 
distributors regarding products covered 
by the Code should be restricted to 


ee 
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scientific and factual matters, and should 
not imply or create a belief that bottle 
feeding is equivalent or superior to 
breastfeeding. Samples of products 
covered by the Code, or equipment or 
utensils for their preparation or use, 
should not be provided to health 
workers except where necessary for 
professional evaluation or research at the 
institutional level (Articles 7.2, 7.4, WHA 
49.15 [1996]). 


No Free SAMPLES 
OR SUPPLIES 


Neither manufacturers nor health 
workers should give pregnant women or 
mothers of infants and young children, 
samples of products covered by the 
Code. Free or low-cost supplies of 
breastmilk substitutes should not be 
given to any part of the health care 
system which includes maternity wards, 
hospitals, nurseries and child care 
institutions. Donated supplies in support 
of emergency relief operations should only 
be given for infants who have to be fed 
on breastmilk substitutes and should 
continue for as long as the infants 
concerned need them. 


Supplies should not be used as a sales 
inducement (Articles 5.2, 7.4). Note: 
Articles 6.6 and 6.7 of the Code have 
been superseded by WHA Resolutions 
39.28 (1986), WHA 45.34 (1992) and 
WHA 47.5 (1994). 


No PROMOTION 
OF COMPLEMENTARY 


Foops BEFORE THEY 
Are NEEDED 


It is important that infants be exclusively 
breastfed for six months and only receive 
safe and appropriate complementary 
foods thereafter. Every effort should be 
made to use locally available foods. Any 


onal Code 
Assembly Resolutions 


food or drink given before complemen- 
tary feeding is nutritionally required may 
interfere with the initiation or 
maintenance of breastfeeding and 
therefore should not be promoted for 
use by infants during this period. 
Complementary foods should not be 
marketed in ways that undermine 
exclusive and sustained breastfeeding. 
Breastfeeding should continue for up to 
two years and beyond. (Code Preamble; 
WHA Resolution 39.28 [1986], WHA 
45.34 [1992] and WHA 47.5 [1994], 
WHA 49.15 [1996], WHA 54.2 [2001}). 


ADEQUATE LABELS: 
CLEAR INFORMATION, 


No PROMOTION, 
No Basy Pictures 


Labels should provide the necessary 
information about the appropriate use 
of the product, and should not 
discourage breastfeeding. Infant formula 
manufacturers should ensure that each 
container has a clear, conspicuous and 
easily readable message in an 
appropriate language, which includes all 
the following points: 


a) the words “Important Notice” or 
their equivalent; 

b) a statement about the superiority of 
breastfeeding; 

c) astatement that the product should 
only be used on the advice of a health 
worker as to the need for its use 
and the proper method of use; and 

d) instructions for appropriate 
preparation, and a warning of the 
health hazards of inappropriate 
preparation. 


Neither the container nor the label 
should have pictures of infants, or other 
pictures or text which may idealise the 
use of infant formula. The terms 


Baby Food Action Network 


UNICEF 


‘humanised’, ‘maternalised’ or similar 
terms should not be used (Articles 
9.1, 9.2). 


CODEX Stanparps 


The Codex Alimentarius Com- 
mission must continue to improve 
the quality standards of processed 
foods for infants and young children 
and to promote their safe and proper 
use at an appropriate age, including 
through adequate labelling, 
consistent with the International 
Code, resolution WHA 54.2, and 
other relevant resolutions of the 
Health Assembly (WHA 55.25 
[2002]). 


Companies Must 


ComPLy WITH THE 
INTERNATIONAL CODE 


Monitoring the application of the 
International Code and subsequent 
Resolutions should be carried out in 
a transparent, independent manner, 
free from commercial influence 
(WHA 49.15 [1996]). 


Independently of any other measures 
taken for implementation of the 
Code, manufacturers and distributors 
of products covered by the Code 
should regard themselves as 
responsible for monitoring their 
marketing practices according to the 
principles and aim of the Code. 
Manufacturers should take steps to 
ensure that their conduct at every 
level conforms to all provisions above 
(Article I. 3). 


For the full text, see: 
www.ibfan.org/English/resource/ 
who/fullcode.himl 


Miles D. White 

Chairman of the Board and CEO 
Abbott Laboratories 

100 Abbott Park Road, 

Abbott Park, Illinois 60064-3500, USA 
Tel: +1 847 937 6100 

Fax: +1 847 937 1511 

URL: www.abbott.com 


Products include: 


FORMULA: 

Similac, Similac Advance, Similac 
Advance Excel, Similac Advance 
Follow-On, Similac Excellence 
Follow-On, Similac Advance With 
Tron, Similac LF, Similac Gain, Gain, 
Gain Advance, Gain IQ, Gain Plus, 
Premilac I, Premilac 2, Neosure, 
Isomil, Isomil Follow-Up. 


COMPLEMENTARY FOODS: 
Abbott Extra Cereals, Similac Cereals. 


Logos & Icons: 


The Rosco Bear and his comfort 
blanket promote most Abbott Ross 
infant and follow-up formula. 


Only in Brazil has th 
Bear off labels. 


e law forced Rosco 


eadquartered in suburban Chicago, Abbott Laboratories produces 
pharmaceuticals, nutritionals and medical products. Abbott Ross 


markets its products in 130 countries. 


In 2002, Abbott achieved record sales of $17.7 billion and net earnings 

of $3.2 billion. The Medical Products Group, which includes 
diagnostics, hospital products and nutritionals, reached $8 billion in 

sales. There has been speculation that Abbott Laboratories would spin- 

off its nutritional products business in favour of more concentration on 
hospital products. An analyst with J.P Morgan says “But the hospital 
products business isnt nearly as profitable as the nutritionals business ”’. 
The high profitability of the infant food business and intense 

competition from Mead Johnson are the main reason for Abbott’s 
aggressive marketing campaigns. 


Abbott successfully uses ‘image transfer’ by riding on another 
organisation’s good reputation. For example, in 2004, in the Gulf 
countries, Abbott bought UNICEF diaries and inserted its company 
name, mission statement and addresses on the inside front cover and 
the Abbott logo on the last page with the slogan “/mproving Lives”. 
This same strategy was used for a well-known breastfeeding book 
published in 2002 by the American Academy of Pediatrics (AAP); 
Abbott bought 300,000 copies and added the Rosco bear to the cover. 
Mothers and doctors who receive a free copy, get a double message. — 
Does it promote breastfeeding or Similac? The chairman of the AAP 
breastfeeding committee called it “Thievery”. But AAP makes a profit 
and agreed to sell Abbott another 300,000 copies in 2003. Abbott has 
continously nurtured close ties with the AAP by giving grants for its 
awards and donating at least $500,000 towards AAP’s operating 
budget. The company also contributes to the $1 million renewable grant 
to the AAP by several formula manufacturers. Little wonder that AAP 
came to the companies’ aid when they felt a 2003 US government | 
campaign to promote breastfeeding was too hard-hitting on the risks of 
formula feeding. The campaign has now been watered down. 


In the US, where breastfeeding rates are increasing, Abbott and other 
formula manufacturers have launched their latest marketing tool to get a 
larger share of the $3 billion market: the addition of fatty acids, DHA 
and AHA into formula products. Abbott’s claim, however, that its 
Isomil and Similac products bolster IQ and eyesight are based on short 
term clinical trials that merely show short term benefits and no benefits 
when compared to breastfed children. Abbott’s Isomil soy formula has 
been withdrawn from the market in New Zealand following widespread 
concern over long term risks to child health. 


Promotion to the public 


> Article $5.1] of the ¢ Ode prombits adve rising and ali other fornis of 
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Hd Gifts to mothers 


@ In China, company representatives visit mothers and offer samples 
of infant formula, give infant feeding information by telephone and 
send promotional materials directly to mothers. 
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@ In Thailand company repre- 
sentatives visit or call moth- 
ers at home, give samples 
and gifts and recommend 
Similac infant formula. Pro- 

motional materials are 

mailed directly to mothers. 


Samples, CDs and 
pouches to 
promote brand 
recognition and 
ensure mother’s 
loyalty. 


Abbott uses parents clubs and coupons to collect ad- 
dresses and particulars of babies, to direct targeted 
promotional mailings. 


@ [n Singapore, Rosco Bear 
invites pregnant women to 
sign up or recommend a 
friend to the company’s 
“Join Our Club” pro- 
gramme using an entry 
form in a booklet about 
Similac Advance Follow- 
On, Gain IQ Follow-Up 
and Isomil Soy Protein 
Follow-Up formulas. < 


e A sign-up coupon for Abbott’s JO Club is handed out 
at an Internationa! Baby/Children Products Expo in 
Hong Kong. /0 Club members receive a free gift, 
information on infant feeding, discounts on clothes and 
toys, and invitations to health talks. v 
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@ Parents in Singapore can 
fill in coupons in Similac 
ads in a newspaper and 
Motherhood magazine to 
receive a free 400g tin. The 
ads compare the product 
with breastmilk and make 
claims about brain develop- | ---- 
ment. One ad has the head-_ | [sim im ener 
ing “The smart formula |® i Sees 
for smart babies”.» 
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AsBoTT-Ross 


Intelligence? 
Intestinal? 


iS it 


or Eye? 


GAIN Ie @ Babies wearing graduation 
caps, the mention of brain 


development and the big let- 
ters “JO” suggest the prod- 
growth potential uct will increase “intelli- 
gence quotient”. In 
Singapore, tiny words re- 
veal this IQ refers to “Jn- 
testinal Quality”. 


your child's 


aA ion 


‘ . w, GAIN IG is 
even better as it is also fortified with the sone me 


edom ypes of Probiotics (t SUOUA iN TION 
acteria -Lactobacillus & Bitidobacteria) tou J 
nthe h acaavitas stive system. Pre obi ntics he a : 
maintain a healthy a as stive system to aid 
absorption of essential nutrients. 


$O GO AHEAD! 
START YOUR ah ig ON 
GAIN Ia* TODAY - the ONLY 


TAURINE nei 

coied “ug Not so in Hong Kong and 
sik sa SRE a Malaysia where in Gain Ad- 
vance materials the “T’” in “IQ” contains the word “eye”, 
suggesting the product will improve vision as well as 


intelligence. Also in Malaysia, Gain Plus, a growing up 
milk, has the same ‘eye’ in IQ. 


“IQ: most nutritious, baby totally brilliant.” A 
leaflet in Hong Kong links Gain Advance with brain 
development and claims it will strengthen baby’s im- 
munological defence. The large 
letters IQ and the smart baby im- 
ply the baby will be more 
intelligent. There is no conclusive 
nen evidence to back this 
\ aaa up but the promotion 
tag is very effective in 
 —— terms of sales. 


GAIN’ 


For childre 


is No. 
te for. us! 


Coupons in ads for Gain IQ 
in Singapore’s Motherhood 
magazine can be redeemed 
for a 450g tin. The ads pro- 
mote Gain IQ as a growing- 
up milk but the packshot calls 
it a follow-on formula.» 
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Similac Excellence conta 
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Excellence Fol- 


® mast important development. 

low -Oonr to mothers tac Excellence / Taurine - to 
in Singapore who prformance / Nucleot 
Zz Similac / Proc 


are impres-sed 
with the pro- } 
duct’s claim to be 
“even closer to 
breastmilk’. 


a 


A A graph in the centre of the ad shows 
equivalence with breastmilk — definitely not 
true and not allowed by the Code. 


e An insert in a Similac Advance leaflet in Singapore 
offers samples and a toy — the “Similac sensory bear 
— to enhance the development of baby’s senses. 


e An advertisement in 
Thailand for Similac Ad- 
vance compares the 
product with breastmilk. 
Words like “good immu- 
nity”, “clever”, “good 
digestion” and “comfort- 
able tummy” idealise its 
use. An advertorial with 
the same heading rein- 
forces the ad’s messages. 


adacutcterentray eed re 0 2252-2448 to www cbbot com 
eer eee 


@ Members in Abbott’s Parents Club in Thailand re- 
ceive a free parent-baby journal, samples, invitations 
to seminars, other activities and counseling on mater- 
nal and child nutrition. 


@ An advertisement in a Thai newspaper features 
healthy babies with packshots of Similac Advance, 
Gain Advance, Similac LF and Isomil. 


Promotion at point-of-sale 


> Article 5.3 of the Code bans promotional devices at the 
retail level, 


* Shelf-talkers, posters and leaflets promote Premilac 
infant and follow-up formulas in shops in China. Com- 


pany representatives promote Premilac in some 
shops. 


© Abbott gives discounts and gifts 
with purchases of Gain in Colom- 
bia, and discounts on Similac Ad- 
vance in Peru.» 


tke. 


© Special shop displays promote Similac in the Domini- 
can Republic and Gain in Vietnam, where a large card- 
board teddy bear wearing a graduation cap clai 
added DHA enhances bra, development i. 
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e In Curacao, a display card in a pharmacy shows 
packshots of Similac and five other Abbott brands 
and describes the situations for which they are recom- 
mended, under the heading: “Formulas for all your 
patients’ feeding needs.” 


Promotion in health facilities 


Samples and supplies 

> WHA Resolution 47.5 (1994) urges an to end to free or 
subsidised donations of products to all parts of the health 
care System. 

> Article 7.4 allows samples to health workers only for 
research purposes. Health workers may not pass on samples. 


e Abbott gives unsolicited donations to health facilities, 
(Similac in Indonesia and Curacao, Similac, Similac 
Advance and Isomil in the Dominican Republic, 
Similac and Similac Advance in Peru and the United 
Arab Emirates, Similac Advance and Gain Ad- 
vance in Thailand). Health workers often pass on free 
supplies as samples to mothers. 


e Health facility staff and company reps give mothers 
samples of Similac, Similac Advance or Isomil in 
China, Malaysia and the Dominican Republic. In-the 
latter country, they visit health facilities sometimes 
twice weekly to give samples and flyers. After cae- 
sarean delivery, mothers receive samples of Similac. 


@ Mothers of low birthweight babies in Thailand are given 
Neosure samples upon discharge. 


e Abbott distributes Similac disposable infant nipples to 
health facilities in the UAE. 


Gifts to health workers 


> Article 7.3 provides that there should be no financial or 
material inducement to promote products. 


@ Abbott wins favour with health workers through gifts 
like: 
# calendars in China; 
= clothing and bottles of whisky in the Dominican Re- 
public; 
= jackets and prescription pads in Peru 
™ notepads, pens and deodorant pads in Thailand. 


- oraON 


<4 Telephone 
deodorant pads 
bearing brand 
names like 
Similac Advance 
and Gain. 
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Other gifts and materials 


® Article 6.2 hans the Promotion of |} 
health care system 

& Article 6.3 prohibits the display of products, placards 
and posters o1 the distribution of « OMPAaNY materials 


woducts within the 


unless requested ol approved bv government 


@ Mothers in Thailand receive gift packs, pouches and 
promotional materials (Similac Advance and Gain 
Advance) in health facilities, sometimes while still in 
the labour room! 


@ Abbott products and promotional materials and post- 
ers are displayed in health facilities in China. 


@ Similac posters are displayed in health facilities in 
Indonesia. 


@ In Indonesia, Abbott 
supplies health facilities 
with cot cards bearing 
the company name and 
Rosco Bear.» 


@ Similac leaflets with baby pictures and packshots are 
displayed in health facilities in Lithuania. 


@ In health facilities in many countries, Similac Ad- 
vance is portrayed as the formula of the future with 
this beautiful starry-eyed baby looking into space. 
In Malaysia, the 
same “New Era” 
baby promotes Iso- 
mil Plus, a growing 
up milk. Rosco Bear 
and his comfort 
blanket promote all 
Abbott formulae. 


® Tear-off prescription pads given to health workers 
in Yemen make it easy to undermine breastfeeding. 
Health workers tick 
the picture of the for- 
mula and give the 
sheet to mothers, who 
purchase the recom- 
mended formula in 
pharmacies. 4 


@ Abbott gives health work- 
ers in the UAE notepads 
showing a Gain packshot 
and two babies.» 
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@ Nurses in Thailand are re- 
cruited to get mothers to com- 
plete sign-up sheets. Abbott 
uses the information to mail 
music CDs, cassette tapes and 

samples of Similac Advance to 

mothers. 


@ In paediatric clinics and maternity wards in Thailand, 
Abbott displays items featuring Rosco Bear to pro- 
mote Similac and Gain. 


Labelling 


» Article 9 
breastfeeding and to inform about the correct use of the pro- 


of the Code requires labels to NOT discourage 


duct, the risk of misuse and abide by a number of other points 
j } 


e@ Similac labels in Indonesia claim the formula is pat- 
terned after breastmilk, and Isomil labels fail to indi- 
cate that the product is for babies with specific di- 
etary needs. 


@ In Zimbabwe, Isomil tins lack important statements 
required by the Code and the national law. 


@ Labels of Similac and Isomil in Indonesia, Isomil 
125g samples in Malaysia (below) and Similac in 
Kenya and the Dominican Republic are in English only 
and not the local languages as required by the Code. 


a meptenpabnerreet 6. Pours 
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e A bottle and teat and the company’s teddy bear mas- 
cot appear on Similac labels in Kenya. 


@ In New Zealand where Isomil is now withdrawn from 
the market, the label used to say “First choice of 
Doctors”. The New Zealand Commerce Commis- 
sion found Abbott guilty of false claims over that state- 


ment. 
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e Leaflets in China, Hong Kong, Lithuania, Puerto Rico, 
Singapore, UAE and Uruguay compare Similac, 
Similac Advance, Similac Advance Excel, Gain 
Advance with breastmilk. 


© Bottle feeding is idealised by attractive pictures of in- 
fants in a Lithuanian leaflet for Similac Advance and 
in Puerto Rico by a picture of a mother bottle feeding 
a baby in a Similac booklet. 


@ In this leaflet from the UAE titled “Similac — clinical 
performance like a breastfed infant”, Similac Ad- 
vance and Similac Advance Excel come out on top 
when measured against two unnamed brands, with 
content and infant development comparable to 
breastmilk. 


| Front and back views of leaflet 


@ An Abbott-Ross handbook on breastfeeding in 
Cura¢ao intended for health care workers clearly ad- 
dresses mothers. The text refers to 3-4 weeks of 
breastfeeding and mentions Similac and Isomil twelve 
times. Four out of its 27 pages are devoted to 
breastfeeding problems, but not a word about prob- 
lems caused by bottle feeding. 


@ A leaflet in Lithuania advertises the Abbott formula 


line, as well as 
Similac cereals, 
using a happy 
baby’s picture 
and packshots. 
The cereals are 
recommended 
for use from four 
and five months. 
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e A leaflet in Singapore designed as a baby’s letter to 


Mummy draws comparisons between breastmilk and 


Similac Advance 
and recommends 
starting solid 
foods at four to 
six months of age. 
“Mummy, my future is in 


your hands... so choose 
the right formula.” 


A “Child Care Handbook by American Abbott” in 
China gives incorrect information about breastfeeding. 
Mothers are told to feed for 10 minutes on each 
breast and advised to wash their nipples with hot 
water. The information given on artificial feeding 
does not comply 
with Article 4.2 
of the Code: 


Abbott products 
ranging from 
Formance milk for 
mothers to Similac, 
Gain, Pediasure and 
Grow, encircle a 
happy baby on the 
back cover. 


A booklet in Singapore promoting Similac Advance 
Follow-On, Gain IQ Follow-Up and Isomil Soy Pro- 
tein Follow-Up recommends solid foods from four 
months. 


In the UAE, an infant feeding booklet promotes 
Similac Gain and gives incorrect advice, such as to 
give the baby water between feeds, orange juice from 
three months and other fruit juices and solids from 
four months. 


- (nside pages 


Cover of booklet 


@ Leaflets in China promoting Similac Advance, Gain, 


Gain Advance and Premilac 1 and 2 make claims 
about the products such as “strengthens babys im- 
munity”, “No indigestion with formula made by 
Abbott”, “optimum mental and psychomotor devel- 
opment, strong bones, enhanced immune function” 
and “well-tolerated formula” 
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@ Chinese pro- *a VCD i 
P @ The cover of a VCD in Hong Kong called Tender lov- 


motional mate- 7 | 
rials use a gold ing story of breastfeeding says about Abbott products: 
ate helps raise immunity”, “achieved by Abbott T-PAN” 


and “closest to the level of breastmilk” . 


symbolise 
resistence to infections 
and immunity to 
disease, claimed by the 
T-PAN content in its 
products. 


Gold shield T-PAN protection in Premilac 1 & 2. 


WO) SHEE 
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“T-PAN” is superimposed over a teddy bear head to associate it with 
Abbott's Rosco Bear. 


e@ Abbott’s Thai website contains product information 
and tips on infant feeding which feign to encourage 
breastfeeding but contain messages that undermine the 
practice. For example, a 


OAS ACEO KRM 


A baby warrior holds a similar 


shield in this leaflet on Similac write-up on “Nucleotide 

Advance. (TPAN)”, shows a 

healthy baby encircled 

e A leaflet in China proclaims: “Babies fed formula by by a TPAN banner, and 

Abbott grow as healthy as those fed by breastmilk. favourably compares ba- 

bies fed formulas with 

@ A discount price list for a range of products including added nucleotides to 
Similac Advance is clipped to a leaflet promoting breastfed babies. 


the product in China. 


@ The Similac Welcome Addition website displays the 
whole range of Similac products and promotional 
messages: “No matter the need, trust the makers of 
Similac to have the right formula product for baby” 
and “... Similac — the name doctors and mothers 
have trusted for generations ”. 
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@ A leaflet in Uruguay 
idealises the use of Abbott 
breastmilk substitutes with 
phrases like “adequate 
cognitive and visual 
development”, “minimum 
colic”, and “best nutri- 


tional profile” .» 


» Feeding and Nutrition j The produet inforwtion on thie site ie ualid only for products wold in the United States 


No Matter the Heed, Trust the Makers of Similac to Have the Right Formula for Your Baby. 


By choosing @ formula from the makers of Similac, you can be confident you're offering 
nutrition. Your baby’s first year only happens once During this important time, put your trust in 
Similac—the name doctors and mothers have trusted for generations 
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+ Similac® 2 Older Baby & 
Toddler Formule with Iron 


@ A series of 
cards distributed 
in a health facil- 
ity in China 
shows Rosco 

Bear with the gold shield for a 

better immune defence system. 

The cards give child develop- 

ment information on one side and a baby data form on 

the other. The series starts from 0-1 month until the 
baby is 15 months old. 


* Similac® Adyance® Infant * Similact® with Iron Infant 
Formula with Iron Formul la 


e A booklet in Puerto Rico titled “/nfant formulas are 
not all the same” goes so far as to say Similac is 
equal to or slightly better than breastmilk. 
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Franck Riboud 

President and CEO 

Danone Groupe 

7 rue de Téhéran, F-75008 Paris 
Tel: +33 1 44 352020 

Fax: +33 1 42 256716 

URL: www.danonegroup.com 


Products include: 


FORMULA: 
Blédilait, Alma-Blédilait, Gallia, 
Actimel, Nursie. 


COMPLEMENTARY FOODS: 

Blédine, Blédina cereals(8 varieties), 
Blédina infant juice, Blédine jarred 
baby food, Blédisoup, Gallia instant 
cereals, Phosphatine(10 varieties), 
Zywiec Zdroj bottled water. 


This “Bledina, Second Mother” poster is now 
a vintage collector's item but one wonders if 
Bledina’s attitude to breast feeding has 
changed very much since it published this 
poster around 1920. 


(see 2004 website) 


he Danone Group was consolidated in 1994 and is now said ie 

be the sixth largest food manufacturer in the world. It is ‘big 
in yoghurts and biscuits and dominates the mineral water market in 
several countries. A long chain of acquisitions and mergers led to the 
Group controlling a great number of older companies. In 1973 
Danone - Gervais (Gallia, Bledina) merged with BSN-Evian 
(Jacquemaire, Fali) and became the leading baby food producer in 
France. Diépal, Nutripharm, Liga and Vitabis all belong to the 
Danone Group. Danone markets infant feeding products in other 
European countries, in Russia, Francophone Africa and in the Middle 


East. 


Little monitoring was done in those regions and this is reflected in 
the outcome below. Lack of evidence during this period (2001- 2004), 
does not imply the company is “clean”. In France, an October 2001 
national monitoring report placed Danone as the worst advertiser, 


well above Nestlé. These two companies together produced 72 % of 


all ads for babyfood in France (with 45% by Danone and 27% by 
Nestle). In terms of booklets and leaflets, Danone dominated again 
with 38% while Nestlé took 29%. 


The British Medical Journal in January 2003 reported on Code 
monitoring in Togo and Burkina Faso (West Africa) where it was 
found that of the 40 commercial breastmilk substitutes that violated 
labelling provisions of the Code, 21 were manufactured by Danone. 


Danone has recently been criticised for its involvement in the EU 
funded CHOPIN project. This seeks to develop an infant formula 
which would not pre-dispose the baby to obesity later in life. One of 
the CHOPIN trial calls for 200 formula-fed and 50 breastfed infants 
in 5 EU countries. In Belgium and Germany the researchers could 
not find enough formula-fed babies! Bledina is experimenting on 
these babies with new formulations of baby milks (www.childhood- 
obesity.org). Eighty percent of the Programme is publicly funded 
(EU) while Danone funds less than 20% but clearly sees 
opportunities for future marketing. 


Promotion to the public 


> Article 5.1 of the Code prohibits advertising and all other forms of 


promotion of products under the scope of the Code 


@ The Blédina website ‘Pas 
a pas, bébé grandit ave Ee 
Blédina”’ (step by step, 
baby grows up with 
Blédina) features a mes- 
sage from a “Doctor in 
Nutrition” who says that 
“If you chose to bottle 
feed your baby, you know 


ge Blédina website features packshots and a baby bottle 
that the composition of feeding (see next page). : 
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infant formula is 
close to mother's 
milk”. A movie 
clip on the website 
shows a busy 
mother bottle feed- 
ing her baby. 


@ On the same website, Blédina implies equivalence 
between its products and breastfeeding: “during 
the first four months breastmilk and babymilk 
are the only foods adapted to the baby’s young 
and immature digestive system. They satisfy his 
nutrition needs perfectly...”. A separate para- 
graph acknowledges that breastfeeding is the best 
way to nourish the baby...but immediately warns 
the mother that she has to feed herself with utmost 
care to have quality milk - no coffee, alcohol or 
other stimulants and “to keep beautiful breasts, 
mother must wear a special bra day and night” 
and finally: “Weaning is the transition from 
breastmilk to babymilk...” 


e In Burkina Faso, Blédine jarred baby food, 
Blédisoup, Blédina juice and Gallia instant cereals 
are all recommended from 4 months and mostly by 
feeding bottle. 
> WHA Resolution 54.2 (2001) advises exclusive 
breastfeeding for 6 months which means that the 
recommended age for use of complementary foods cannot 
be under 6 months. 


Promotion in health facilities 


> For health professionals, Article 7.2 of the ¢ ‘ode only allows 
product information which is factual and scientific. 

> Article 6.3 prohibits the display of products, placards and 
posters or the distribution of company materials. 

> WHA Resolution 47.5 (1994) urges an end to free or 
subsidised donations of products to all parts of the health 


care System 


@ In Costa Rica, a Danone Actimel leaflet found at a 
paediatrics congress claims that the product has the 
“efficiency of fermented milks or acidolactic bac- 
teria in fermented milks for prevention and treat- 
ment of infant diarrhea”. It is recommended for 
infants from three months. 


@ In Togo, one health facility displayed a large calendar 
with pictures of mothers and their infants, a teddy bear, 
and the legend “Danone Baby F ood” 


e A Blédina leaflet in a United Arab Emirates (UAE) 
hospital shows a chart recommending Blédina prod- 
ucts for low-birth-weight, acute diarrhoea, minor di- 
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DANONE 


gestive disorders and ... 
from birth! There is no men- 
tion at all about breast- 
feeding. Flipside shows 
Blédina products with 
packshots: Nursie formula 
for 0-6 months and cereals 
from the fourth month. 


4 This Blédina chart recommends 
everything for baby except 
breastmilk. 


e Also in the UAE, Blédina 
distributes a leaflet “For a 
Healthy Growth’ to health 
workers showing pack- 
shots of the Nursie range 
of 6 formulas for ages 0-6 
months and cereals for ages 
from 4 months. 


us 


ee 
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Made in France 


A Check boxes below each pro- 
duct make it easy for the doctor 
to tick and pass to the mother. 

@ Ready-to-feed Nursie bottles 
for newborns are donated to 
maternities in the UAE. 


Labelling 


» Article 9 of the Code requires labels to NOT discourage 
breastfeeding and to inform about the correct use of the 
product and the risk of misuse. 


@ In France, the label on Blédina infant juice claims 
that the product “contains water, to hydrate” and rec- 
ommends that the product be used for babies from 
four months. The label also advises that the product 
be used “day to day to ensure the nutritional balance 
of the baby”, wrongly implying that breastmilk is in- 
sufficient for that purpose during baby’s first months. 


e Zywiec Zdroj, a mineral water in Poland controlled 
by Danone shows a happy, healthy mother and baby, 
implying the water is to be used for bottle feeding. 
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Mark A. Wilson 

President and CEO 

The East Asiatic Company 

(Dumex Division) 

2 Enterprise Rd, Singapore 629814 

Tel: (65) 6265-4566 

Fax: (65) 6265-7169 

Email: dumex@eac.com.sg 

URL: www.youngnutrition.net 
www.eac.com.sg 


Products include: 


FORMULA: 
Dumex 1, Dumex 2, Mamex, Mamil. 


COMPLEMENTARY FOODS: 
NutraKids (formerly Protimex). 


Logos & Icons: 


Like other manufacturers, Dumex 
has adopted recurring symbols to 


illustrate and promote its products. 


Its rattles and feeding cup have 
come to signify brands. 


These promotional s 
labels and repeated 
and on T-shirts. 


ymbols are used on 
IN booklets, posters 


he Dumex brand was created in 1946 by the East Asiatic Company 

(EAC), a Danish multinational founded in 1897 for the export of 
pharmaceutical products to Asia. EAC started marketing baby foods in 
Asia in 1953 under its Nutrition Division. Operations were later 
consolidated under the International Nutrition Company Ltd., a wholly 
owned subsidiary of EAC. Dumex products can be found in more than 
20 countries throughout Europe and Asia. 


EAC Nutrition is headquartered in Singapore and its products are 
manufactured in China, Denmark and New Zealand. They are sold 
primarily in Asia, the Caribbean and Eastern Europe. 


The company recorded net sales of USD 1 billion in 2002. It says it has 
“nourished” over 20 million babies in its market areas and that its 
brands are highly recommended by medical professionals. It recognizes 
that breastmilk is best for babies, but the company will provide 
“complete nutrition” during the baby’s first year of life “if breastfeeding 
is not possible for mothers”. 


The International Code forbids all sampling, but Dumex representatives 
give out plenty. A particularly bad case was found in Cambodia in 
2001 where small plastic sachets with just enough formula for one feed 
were given to new mothers to introduce them to the product. The 
sachets had no instructions on how 
to use the product but a sticker 
with the Dumex brandname was 
prominent. Mothers in poverty- 
stricken Cambodia are not 
expected to be able to buy a lot of 
formula, so small sachets mab be 
enough to tempt some of them. In 
countries with higher purchasing 


power, mothers receive full-size a 
samples. OUATION 


Promotion to the public 


> Article 5.1 of the Code prohibits advertising and all other forms of 
promotion of products under the scope of the Code 


> Article 5.2 and 5.4-of the Code prohibit companies from giving samples 
and gifts to mothers. 


© Company representatives give free samples of Dumex 2 to mothers 
in shops and at home in Thailand. 


@ Promotional materials are mailed to Thai mothers. 
@ Dumex 1 is advertised on TV in China. 


@ In China, Dumex uses banned promotional tactics in shops: special 
offers, tie-in sales, gifts of free toys with purchases, posters, shelf 
talkers and leaflets. 


e An ad in Singapore’s Motherhood magazine promotes NutraKids 


as “Two-step weaning foods for babies from 4 and from 6 months” 
and includes a contact number for enquiries. 


International Baby Food Action Network -- IBFAN 


Breaking the Rules, Stretching the Rules 2004 


@ An advertisement in the Moth- 
erhood magazine in Singa- 
pore announces a change of 
brand names from Protimex 
to Nutrakids, recommended 
for use from four months. A 
coupon offers a free sample 
of Nutrakids. The weak 
voluntary Code in Singa- 
pore allows this, the International Code does not. 


@ Dumex reps in Thailand visit workplaces to dispense 
information about infant feeding and recommend spe- 
cific brands to mothers. 


e A poster-sized calendar in an Internet café in Phnom 
Penh and in many retail outlets promotes Dumex prod- 
ucts, including follow-on formula, with packshots and 
claims such as: ‘improved formulation’ with OFA 
(Omega fatty acids), beta 
carotene and taurine. 


mE COC TLD TUTE Pb AS 


Promotion in health facilities, supplies 
and promotion to health workers 


> WHA Resolution 47.5 (1994) urges an end to free or 
subsidised donations of products to all parts of the health 
care Svstem 

> Article 7.3 provides that there should be no financ ial o1 
material inducement, to promote products within the scope 
of the Code 

> Article 7.4 allows samples to health workers but only foi 
research purposes. Health workers may not pass on an) 


samples 


@ Health facilities in Thai- 
land display items that 
feature the Dumex com- 
pany and brand name. 


pane 
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DUMEX 


@ Company representatives in Thailand give mothers 
in health facilities promotional materials such as leaf- 
lets, music tapes and gift packs containing product 
samples, nappies, feeding bottles and booklets on in- 
fant feeding. 


@ Dumex donates unsolicited supplies of formula to 
health facilities in Thailand. Dumex and other com- 
panies arrange with health facilities to take turns pro- 
viding free supplies. 


e@ Dumex uses health workers in Thailand to give moth- 
ers a form to fill out, enabling the company to send 
promotional materials later on. 


@ Thai Mothers receive free samples of Dumex 1 and 2 
from company reps and health workers throughout their 
stay in health facilities and at postpartum check-ups. 


e In Thailand, Dumex gives health workers diaries, 
newspaper racks, notepaper holders, handbags, pens 
and notepads bearing the brand name Dumex. 


@ Health workers in a Thai hospital give mothers a leaf- 
let which says Dumex 1 has nutrients that are impor- 
tant for brain development and the immune system. 


@ Ina Thai hospital leaflets 
promote Dumex 2 for ba- 
bies from 6 months to 3 
years. 


@ Dumex gives health workers 
in Thailand a booklet called 
“Secret tricks to help your 
child become clever’. 


@ Cambodian health workers 
are given T-shirts by Dumex.? | 


19 


T-shirt modelled by IBFAN staff 


facility show im- 
logan “Expert in 
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a Dumex height measurement 
any name together with 
don Dumex labels. 


@ Ina Cambodian hospital, 
wall chart features the comp 
the rattle and feeding cup foun 


e In China Dumex distributes calendars, posters, weight 
and height charts for infants, leaflets and stickers bear- 
ing the Dumex name. These items are displayed on 

health facility walls, windows, 

shelves and notice boards. 


=e Ze DUNMIEX 


e A leaflet found in health care 
units in China announces “new 
formulation, new package for 
Dumex infant formula” and 
claims it is closer to breastmilk, 
promotes good mental health 
and strengthens resistance to 
diseases. Clipped to the leaf- 
let is a free delivery hotline, 
an application for 
Dumex’s Baby 
Club and a com- 
pany represen- 
tative’s card.» 
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@ In China, mothers in health facilities are given cards 
announcing a Dumex child care hotline. 


@ In Saudi Arabia, Dumex distributes 
to doctors, formula tin-shaped tran- 
sistor radios la- 
belled as Pro- 
timex (now known 
as NutraKids) on 
one side and Mama 
Plus on the other. 4 


Breaking the Rules, Stretching the Rules 2004 


e A 48-page booklet in a ‘discharge pack’ of a hospital 
in Singapore contains guidelines “to stimulate yor 
baby’s mental development during the first year 
and pictures for visual stimulation from the Dumex 1 
and 2 labels (rattle and feeding cup) and Mamex and 
Mamil labels (toy and book). 
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e Ina hospital in Singapore, discharge bags given to 
mothers contain a cardboard photo frame which 
doubles as immunization schedule. A tearaway sec- 
tion invites mothers to fill in a card to receive a “‘spe- 
cial baby gift” and information 
regarding ss 
‘Dumex Fn 

World 

benefits”. 
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Labelling 


> Article 9 of the Code requires labels to NOT discourage 
breastfeeding and to inform about the correct use of the 
product and the risk of misuse. 

> WHA Resolution 54.2 (2001) advises exclusive 
breastfeeding for 6 months which means that the recommended 
age for use of complementary foods cannot be under 6 months. 


e In China, Dumex 1 labels recommend complemen- 
tary feeding from four months. Dumex 2 labels con- 
tain promotional text such as “Better Basis, Greater 


Future”, “Promote Resistance against Diseases” and 
“Raise Winners of Tomorrow”. 


@ Dumex labels in Cambodia are written in Thai, Malay 
or English but not Khmer. 


e@ Nutrakids cereals in Malaysia and Singapore are la- 
belled for use from four months. 
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& Article 4.2 requires all information material to advocate 
for breastfeeding and not contain pictures or text which 
idealises the use of breastmilk substitutes. 

® For health professionals, Article 7.2 of the Code only allows 
product information which is factual and scientific. 


e A booklet in Singapore entitled Fine Weaning recom- 
mends breastfeeding for four months. The Dumex 1 
rattle and Dumex 2 
cup appear on alter- 
nate pages. The 
Dumex name be- 
neath three children 
with a graduation 
cap suggests the $5} 363% 
company’s products eee 
will make children ine 
intelligent. 
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e A card and a leaflet in China show packshots and an- 
nounce Dumex follow-up 
formula is now fortified 
with AA and DHA. 
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@ In Hong Kong, a booklet Dumex — A guide to infant 
feeding suggests that solids be introduced from three 
months and shows a mother spoon-feeding her baby. 
It claims that Dumex is specially formulated to pro- 
vide suitable nutrients for the different stages of de- 
velopment and features a feeding schedule for breast- 
fed and bottle fed babies. Included are promotional 
prices, special offers and a Dumex hotline service. 


e A Chinese handbook for ex- 
pectant mothers advertises a 
full range of Dumex products 
including Dumex 1 and 
Dumex 2. There is a column 
for mothers to fill in and return 
to the company, facilitating di- 
rect marketing. The picture of 
the children with a graduation 
cap (shown above) is on the 
inside back cover. 
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@ In Thailand a Health guide 
book for mother and child 
promotes Dumex | and 2 as 
similar to breastmilk, with 
“best nutrition for highest 
brain development”. Three 
babies symbolise the Dumex 
“3N” slogan (Nature, Nurture 
and Nutrition). 


e A booklet for health |®* = 


workers in Thailand 
titled ‘3N of brain 
development’ shows 
picture of a mother 
and sister bottle 
feeding a baby, 
idealising bottle 
feeding. 


‘Add value for life’ is the heading of a leaflet in Thai- 
land which advertises Dumex 1 and 2 and claims the 
addition of nucleotides promotes immunity, growth 
and brain development and that the amount of beta 
carotene in the formula is the same as in breastmilk, 
enhancing immunity. 


In Thailand, a leaflet promoting Mamex claims the 
nutrients for brain development in Mamex are simi- 
lar to breastmilk; a table shows that Mamex is clos- 
est to breastmilk compared to other brands. 


A shelf talker in a supermarket in Malaysia announces 
a free pack of NutraKids infant cereal with every 
purchase of Per lstiine. 
two packs.» | 


e A leaflet promoting — “Win the 
weaning blues”— found at a 
counter at a Disney on Ice Show 
in Malaysia promotes Nutrakids 
cereal, marketed for use from four 
months, with packshots and a baby 
picture. 4 
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An advertisement in a Ma- 
laysian newspaper and a 
magazine in Singapore 
show packshots and baby 
pictures. A toll-free “Nutri- 
line” is also given. The 
product claims to produce 
“fitter...brighter babies”.» [= UN 


J.G.M. Priem 

P.O. Box 124, 

7940 AC Meppel, The Netherlands 
Tel: +31 522 276 276 

Fax: +31 522 276 444 

Email: mail@fedf.com 

URL: www. fedf.com 


Products include: 


FORMULA 

Friso, Frisolac, Frisolac H, Frisomel, 
Frisomel Advance, Frisopep, Frisosoy, 
Frisovom, Dutch Baby, Dutch Lady, 
My Boy Eldosoy, My Boy Eldoplus. 


COMPLEMENTARY Foops 
Frisocrem. 


Logos & Icons: 


Formula labels promote bottle 
feeding with a soft-toy teddy bear 
and bottle. Frisomel follow-on milk 
and Frisocrem cereal labels show a 
bunny. The catch phrase linking the 
Friso range of products is: “Friso 
Triple Care — Development, 
Digestion and Resistance.” 
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riesland Coberco Dairy Foods increased its production in 2001 
F by buying up Nutricia’s division of flavoured milks and coffee 
whiteners. Its 2003 turnover was 4.6 billion euros, but net profit | 
decreased by 33% to 56 million euro. Moreover, Dutch trade unions 
threatened court action in March 2004 because the company has been 


under-paying its pensioners. 


Faced with losses in Europe, Friesland focuses on the profitable 
markets in South East Asia by intense brand positioning in Vietnam 
and Malaysia (Dutch Lady), in Indonesia (Frisian F lag) and in 
Thailand (Foremost). An international brand design consultancy 
company is creating new ‘brand architecture’ and packaging. The 
new labels on infant foods now use a common ‘Triple Care’ icon. 
The product designs are currently being rolled out across Asia. 
Promotional efforts and new label designs in The Netherlands and 
Greece in 2002 paid off with market shares of respectively 14.7% 
and 17.3%. 


In 1997, Coberco (acquired by Friesland in 2000) lost a lawsuit in 
Bangladesh where it promoted My Boy Eldosoy and My Boy 
Eldoplus in violation of the International Code and the Bangladesh 
Law. The IBFAN group in Bangladesh reported that the Coberco 
distributor admitted to the charge and quietly paid its fine. 


An IBFAN campaign starting in 1984-1985 managed to change the 
Malaysian subsidiary’s name from “Dutch Baby Milk Industries” 
into Dutch Lady. The company’s infant formula brand, however, 
remained “Dutch Baby” and delivery vans continued to advertise the 
formula to the public in violation of the International Code. IBFAN 
reported on this regularly in its “Breaking the Rules” publications 
from as early as1985 and as 
recent as 2001. By 2004, 
however, the company 
finally appears to have 
taken note of the protests. 
The last “Dutch Baby” 

van is gone. 


DUTCH BABY 


Promotion to the public 


> Article 5.1 of the Code prohibits advertising 
and all other forms of promotion of products 
under the scope of the Code 


@ Friesland collects information for direct 
promotion by asking parents in 
Singapore to complete a coupon in an 
advertisement for free samples of 
Frisomel and Frisogrow. The heading 
“Frisocare” and the ‘Friso Triple Care” 
logo promote the products as being good 
for mental and physical development. 
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@ in this advertisement in 
Singapore’s Motherhood 
magazine, parents can win a 
Frisomel ‘walking bunny’ or 
cash prizes of up to S$888 (an 
auspicious number in Chinese 
communities) with every pur- 
chase of 900g Frisomel fol- 
low-on milk at chain stores. 4 


e A chain store in Hong Kong ad- 
vertises a special price for 
Frisomel Advance follow-up 
formula.» 


e A leaflet in a China supermarket ) = 
compares Frisolac H with breast- UN 
milk and claims it promotes intel- 


ligence, health and digestion. 
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@ To entice sales in Hong Kong, Friesland distributes 
flyers offering free delivery of Frisosoy and Frisovom 
purchases. A list of phone numbers for placing orders 
are printed on the flipside of the flyers. V 
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> Article 5.3 of the Code bans promotional devices at the 
retail level. 


@ Toy bears are given 
with purchases of 
Dutch Lady 2 follow- 
on milk in supermarkets 
in Vietnam. Promo- 
tional leaflets are also 


distributed in stores. 
Promotion in health facilities 


>» WHA Resolution 47.5 (1994). No donations or subsidised 
supplies in any part of the health care system. 


» Article 5. No samples or gifts to mothers. 


© Unsolicited supplies of Frisian Flag infant formula 
in 200g boxes are delivered to health facilities in In- 
donesia and distributed to mothers. 


IBFAN -- International Baby Food Action Network 


FRIESLAND 


e@ Taking turns with seven other companies, Friesland 
provides unsolicited donations of Frisolae 1 and 
Frisolac 2 to health facilities in Thailand, which are 
passed on to mothers as samples. 


Samples to mothers in Thailand come in pretty pouches. 


* ata 7 2 . : s 
> Article 7.3. No financial or material inducements for health 


workers. 
@ Friesland gives health workers in Thailand gifts such 


as notepads, pens, magnets and tissue boxes bearing 
the company name and/or the Frisolac brand name. 


> Article 6. No product promotion in health care system 


e Posters and leaflets bearing the 
Frisolac brand name, packshots 
and the ‘‘Friso Triple Care” logo are 
displayed in Thai health facilities. 


e Health facilities in In- 
donesia display cot 
cards with the Frisian 
Flag company name 
and logo.» 


: ona V1 
nT UAW 


A Friesland baby at birth. 


e In a health facility in 
Russia, a poster entitled 
“Child Feeding, What? 
When?” promotes six 
types of formulas below 
a picture of a mother and 
baby. 4 


e A large Friesland teddy bear pic- 
ture is stuck above a washing sink 
in a Moscow hospital.® 


Durch Lady Step 1 
Dutch Lady Step 2 
Cong thde TRIPLE CARE tién tidn 


says Friesland Gispiays | 
ers and leaflets about its 
products in 
health facili- 
ties, such as 
the one pro- 
moting Dutch 
Lady 1 and 2. 


@ In Malaysia, the company placed an ad in The Star 
newspaper to recruit nutritional reps whose respons!- 
bilities include “regular visits to medical institutions 


to promote infant related products”. 


Labelling 


> Article 9 of the Code requires labels 
to NOT discourage breastfeeding and to 
inform about the correct use of the 
product, the risk of misuse and abide by 
a number of other points. 


| @ In Indonesia, Frisian Flag infant 
formula labels encourage mixed 
feeding and advise that babies need 
foods other than breastmilk from 
so four months. <4 


e@ In Russia, Frisolac, Frisopep, Frisovom and 
Frisosoy labels all show the toy bear together with a 
large, shiny feeding 
bottle, idealising the use 
of formula and discour- 
aging breastfeeding. 
(Note: bottles are allowed for 
illustrating methods of prepa- 


ration, usually with graphics 
on the back of the tin). 
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Misleading text and pictures 
which violate the Code 


> Article 4.2 requires all information material to advocate 
for breastfeeding and not contain pictures or text which 
idealises the use of breastmilk substitutes. 

» Article 7.2 Only factual and scientific info to health 
professionals. | 


® In China, promotional materials compare Friesland 
formulas with breastmilk. 


°F risosoy is compared with breastmilk in a leaflet in 
Thailand, 
® In a brochure in Thailand 


entitled Alternative 
way for mother who love. 


s and cares for baby, a 
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happily playing mother and baby idealise 
Friesland cereals and infant and follow-up for- 


mulas. 


A leaflet in Thailand claims that with Frisolac 1, 
“Baby will have no constipation and will be healthy”’, 
and that Frisolac 2 “gives full energy for good 
development”. A hotline number is also provided. 


In a leaflet in 
Singapore, 
Friesland’s 
“Friso Triple 
Care’”’ logo, bear 
and rabbit mas- 
cots present Fri- 
somel follow-on 
as a trustable so- 
lution. The leaflet cautions, “Look again! If you think 
you have chosen the best milk for your child”, and 
uses pseudo-scientific language and a flow chart to 
idealise the functions of additives in the product. 


@e In this leaflet in 
China, a loving gaze 
between mother and 
baby idealises the use 

of Frisolac H.< 
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An ad in a magazine on 
food allergies in the 
Netherlands promotes 
Friso 1 and Friso 2 as 
“the complete solution 
for allergies” .» 


e “Your baby’s first weaning guide”, a leaflet in 


Singapore, recommends complementary feeding from 
four months. The cover picture suggests that it allows 
fathers to share feeding responsibilities. Packshots and 
text promote Frisocrem: “Being a nutritiously for- 


tified instant milk based cereal, its convenience is 
indisputable.” 


Friesland’s 
bear and rab- 
bit mascots 
and “Friso 
Triple Care” 
logo promote 
trust and com- 


pany loyalty. 


Your Baby’s First 
Weaning Guide 


Which kinds of ' 
food are safe? 
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Gerber 


Daniel Vasella 

CEO, Novartis 
Lichtstrasse 35, CH-4002 
Basel, Switzerland 

Tel: +41 61 324 1111 

Fax: +41 61 324 8001 
URL: www.novartis.com 
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Products include: 


— a 


COMPLEMENTARY FOODS: 

Gerber vegetable, fruit, meat or fish 
purees, Gerber cereals, Gerber juices, 
Gerber bottled water. 


GERBER FEEDING BOTTLES AND TEATS. 


Logos & Icons: 


Gerber’s website has a story of the 
woman whose face as a baby became 
an icon for the company in 1928 and 
the official trademark in 1931. 


“The logo is the essence of who we 
are,” said a vice president for 
Gerber North America. “It is the 
epitome of a happy, healthy baby and 
the symbol of trust we have with 
parents. It’s everything to our 
company.” 


Advertising expert, Professor Jim 
Twitchell agrees: “There could be 
better baby foods, but if you own the 
concept of the beautiful baby, then 
you're golden. And thats what Gerber 
owns, and it just made mincemeat out 
of all its competitors, and I think it 
was primarily because of what was on 
that label”. 


IBFAN -- International Baby Food Action Network 


| n 1994, the Gerber Products company merged with Sandoz and 
then became part of Novartis, a Swiss giant in pharmaceuticals, 
veterinary products and a leading producer of genetically modified 
seeds. Gerber, however, keeps its own profile, particularly with its 
famous baby face which appears on all its labels often together with 
the slogan: “Shouldn't your baby be a Gerber baby?” 


Gerber controls between 60% to 90% of the US and Central America 
baby food markets. Its biggest rival in Europe and Southeast Asia is 
Heinz. Gerber has recently launched into China in a very aggressive 
way. Like elsewhere, the baby face is very prominent. 


The Gerber baby face has also meant trouble. When Guatemala 
banned baby pictures on labels and refused to register new Gerber 
products in 1993, the case went to the Supreme Court. Guatemala 
was brave but had to buckle under in the face of the combined clout 
of company lawyers and US government pressure. Brazil, however, 
is a bigger fish and Gerber wisely chose not to challenge its strict 
labelling laws but to sacrifice its baby face at the prospect of breaking 
into the huge new market, dominated by Nestlé. Both companies now 
abide by Brazil’s strict labelling laws and dutifully put on their 
complementary food labels: “Breastfeeding must be maintained after 
introducing new foods into the child's diet, until 2 years or beyond. 
This product must not be used for feeding infants during the first 6 
months of life, except upon advice of a doctor or nutritionist”. 


Gerber is pushing product exposure through creative new ways such 
as contracting the Brazilian Outback restaurant chain to give free 
Gerber jars and juices to travelling babies while their parents enjoy a 
steak and a break. 


With rising opposition to genetically modified ingredients, Gerber 
announced in 1999 that it would eliminate GM ingredients from all 
its products worldwide. Greenpeace and other campaigners rejoiced 
but in 2001, Greenpeace test results showed that Gerber used 
genetically engineered soya in its baby food products in the 
Philippines. The irony is obvious: how can a subsidiary of 
Novartis which spends millions on promoting GM seeds as safe, 
turn around and ask farmers to deliver non-GM ingredients for its 
own baby food? 


Promotion to the public 


» Article 5.1 of the Code prohibits advertising and all 


f in i 7 
of the Cod 


promotion of products under the scope 


@ Gerber’s 75th anniversary was advertised as the “Forever Young” 
campaign in Trinidad’s Guardian newspaper, on the radio and 
in leaflets. Two main promotions were announced: anyone who 
buys two or three Gerber products can win prizes such as baby 
clothes and can also enter the Anniversary Sweepstakes for 
US$1,000 in cash or hampers. Gerber feeding plans and car stick- 
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Note ihe Forevef 
Young’ campaian 
was suspended and 
then modified after 
complaints by TIBS of 
Trinidad and Tobago 
— an IBFAN group. 


e An advertisement in a parents’ magazine in Costa 
Rica promotes Gerber’s fortified food products for 


use after three months and states: “Around the fourth 
"4 month your baby 


will recognise 
your voice...with 
time he will learn 
how to relate in 
various Ways... 
thanks to good 
feeding”. 


e Also in Costa Rica, 
Gerber gives out pocket 
diaries that say on the 
cover: “The only thing 
we cannot give Is 
mother ’s love ... All the 
rest, Gerber gives ....". ® 


@ A Gerber cereal adver- 
tisement in a Vene- 
zuelan magazine asks “Do you need a creche?” and 
announces a competition to win a place in a créche 
with the purchase of Gerber foods. 


@ The Gerber website promotes its baby foods, Gerber 
baby water and other products with baby pictures, 
packshots and slogans: “Shouldn t your baby be a 
Gerber baby?” and “Join the Gerber Family”. 


Special offers 


My Gerber 


login 
Shouldn't your baby 


be a Gerber baby?” 


Privacy Stamement - Legal 
savings Bond Fraud ek Nhe L te 


orber Gerber food Gerber baby care 
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» Article 5.3 of the Code bans promotional devices at the 


retail level. 


e A leaflet in a 
Shanghai super- 
market promotes 
Gerber vegetable 
purees as “/* and 


ue 


== Ol 
“2nd Foods”’ with- — 
out specific age ere 
recommendations. 
The baby is wearing a maternity wristband, suggest- 


ing the product may be suitable from birth. 


e In pharmacies in Costa Rica, Gerber displays posters 
inviting mothers to enter a lucky draw when they buy 
Gerber products. Winners receive monthly pocket 
money for varying periods of time. 


@ Gerber uses tie-in sales at a supermarket in the Do- 
minican Republic to promote their fruit purees. 


© Gerber distributes a leaflet Feeding plan — Gerber 
Steps in Dominican Republic supermarkets that pro- 
motes First Step products for use from 4 months. 


@ In Mexico Gerber offers up to 30% discount on its 
products. 


e A leaflet in a Beijing supermarket offers gifts with 
purchases of Gerber products during the company’s 
75 anniversary celebrations. A form, to be filled in 
and sent to Gerber facilitates future contact. 
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Front of leaflet Flipside of leaflet 


e Ina leaflet in the same Beijing supermarket, Gerber 
asks: “Smart mother - have you prepared well? 
Are you ready?” 
The leaflet 
recommends 
Gerber purees 
after three 
months, juices | 
from two months | § Swi 7 
and Gerber , ety 
spring water for 
bottle feeding. 
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e Gifts are offered with Gerber purchases 


in Peru, Malaysia and Thailand. >» Labelling 


@ Gerber puts up special displays in 


> WHA Resolution $4.2 (2001) ad 
Uruguay shops to encourage sales. esatution 34.2 (2081) ad 


7 Co f f [ 
feeding Jor O MORTAS WHICH Me ans that the recommended age 


O 
Jor use of comple mentary Joods cannot be under 0 montns 


@ Shelf talkers and special displays 


romote G i 5 
P erber products in Indonesian supermarkets. @ All of Gerber’s labels (except in Brazil) violate the 


e A “First Step” leaflet in a Mexican supermarket pro- Code because of the baby face logo and because its 
motes Gerber vegetable/meat/fruit purees from four First Foods are recommended from four months. In 
months: “According to modern infant nutrition prac- Brazil, Gerber follows the law and its labels say: not 
tices, it is possible to introduce complementary foods before six months. 
Serre coeyas f+ | © Gorter Oatmeal ils ini Usted Se ye 

: i . merican Academy of Paediatrics(AAP) recommends 
nological age.” The leaflet features a crawling baby supplementing baby’s diet with iron beginning at 4 to 


with packshots of purees and rice cereals. 6 months” and that the product supplies the iron 


needed by infants. This implies endorsement by the 
AAP, which in fact recommends exclusive 
breastfeeding for six months. 


e@ Also in Mexico . Contenido: 
GRATIS 


a free jar of [ied 


Gerber pear 
puree is given 


enjla Compr aide: 


e Gerber spring water labels in Costa Rica encour- 


’ e ere fala ay) 6 el) \ . . 
with the pur- VOU ATION ages early complementary feeding, saying the prod- 
chase of one set uct is ideal for preparing porridges, juices and cereals, 
Gerber’s special offer in Mexico includes teats . 
of products -  fornewborns and complementary foods. which Gerber markets for use from three months. 


one jar each of apple, carrots, and rice cereal plus 
two teats for newborns - all of which are marked “First 
Step” without a recommended age of use. 


@ Ina UAE supermarket ee of the range of Gerber 
products, brand 
name and logo are 
shown on all sides. 
This picture tops 
the display and 
also appears as an 
advertisement in a 
local newspaper. 


@ Ina Singapore Motherhood advertisement, Gerber says: 
“From 4-6 months, a milk 


diet alone is insufficient . — TOWAMION 
@ This ad in The Star newspa- | amma Its ak Time 
per in Malaysia invites par- Your Baby Gets 
Pe More Protein From 
ents to fill in a coupon Real Chicken & Fish 


(which gives the company 
addresses for direct promo- 
tion) to receive a free sample 
of Gerber Rice Cereal. The 
ad promises a reduced price 
for two Gerber Rice cere- 
als and encourages mothers 
to go for early complemen- 


tary feeding; mothers are 4 fa 


left to decide when it’s “high [ees @- 


health care system. 


e A Gerber publication in a 
doctor’s office in Costa Rica 
bears the company logo on 
each page and features two 
happy babies on the front 
cover. The back cover lists 
Gerber contacts. P 


time’. The age recom- Fe — een 
mendation on 
several small 


@ In China Gerber products 
and posters are put in hospital display windows. 


© Gerber items are also displayed in health facilities in packshots is 
Thailand and the Dominican Republic. not readable. 
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einz was established in 1869 and manufactured bottled 

horseradish, ketchup and pickles. The introduction of baby 
foods 65 years ago saved Heinz during the depression. : 
Approximately 60% of Heinz’s total sales come from outside the 
United States, making it the most international U.S.-based food 
company. 2003 sales were over USD 8 billion with a net income of 


USD 560 million. 
William R. Johnson 
President and CEO Heinz carries some infant formula and a full range of baby foods 
ee tiginataaten ee from 4 months to adult table food, from iron-fortified baby cereal to 
me ge ae specially prepared vegetables, fruits and meats for infants, toddler 
oe Geiewchetnz cart meals, desserts and juices. 
www.heinzbaby.com | | 
Heinz bought Farley’s baby foods in 1994 and Earth’s Best organic 
baby foods in 1998. 
Products include: While Heinz is most known for its own jarred baby foods, it also 
sells formula and other baby foods under the Plasmon, Dieterba, 
re Pl Nipiol, Wattie’s, Farex and Farley’s brand names in various 
sata a a a ae countries. Camera feeding bottles claim to belong to the “Heinz 


fon Bes 
Burge SveW i Baby Corporation”. Heinz denies any link to Camera. 


follow-on. 
COMPLEMENTARY FOODS: 
Farley's, Farex, Heinz cereals, purees . ; : 
and jarred foods, Heinz infant juices, Promotion to the public 
Heinz All-in-One Cereal and 
ree > Article 5.1 of the Code prohibits advertising and all other forms of promotion 
of products under the scope of the Code. - cin 
Logos & Icons: e A magazine advertisement in 


China introduces Heinz’s eight 
new purees, cereals and juices by 
featuring each product in its own 
baby cradle. » 


_ Heinz categorises its baby food in line 
with the age of intended consumers, 
e.g. baby cereals, cereal with formula 
(infant cereals plus 35% infant 
formula), beginner foods, strained 
foods and juices, junior foods and adil e A plaque on a Chinese leaflet titled 
toddler foods. Its products are intro- Ga ‘Mother trusts Heinz, Baby loves 
duced in stages. Stage I begins at 4 Heinz’ states that Heinz is “recom- 
months; labels always feature a baby. mended by Chinese Child Nutrition 
Its fruit juice bottle doubles as a 2 
feeding botile and Health Research Centre”’ and that 

its products are guaranteed by the au- 
thorities. An insert pulls out to reveal 

Heinz infant cereals and purees, some 

recommended from four months. 4 


mitar 


e A leaflet in China advertises 
“Heinz Baby Expert On Line”, a A 
radio programme on infant and — 
complementary feeding. Heinz 
products are recommended foruse | 
from four months. The leaflet 
forms a prepaid aerogramme, en- 
ticing mothers to submit their name i 
and address to Heinz for direct 
marketing. > 


20% .BUPAsEEUS 
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: | int cere- 
als contain “various nutrients for baby’s growth”, add- 
ing that “baby’s healthy growth is your wish”. The ad 
is accompanied by a jingle from a famous Chinese 
pop song, “Kissing my baby”.& 


aa PR - + 


@ In China, an im- EPA 42 Bp ae 
sz RH 1 


munisation record 
booklet contains a 
page that showcases 
Heinz cereals with 
packshots. > 


Anne: 200 esoere1 
TAO 
e Anad titled ‘Infant Nutrition- 
ist’ in a scientific journal in 
China promotes Heinz cere- 
als and purees for use from 
four months and shows a 
baby with a bib inscribed 
with the letter “A” for excel- 
lence. Scientific symbols of calcium, zinc and iron 
claim that the cereals are fortified — how much of this 


will be absorbed by the baby is another question. € 


® Heinz lists events and displays packshots of its cere- 
als and jarred foods, one of which is recommended 
for use from four months, in an 
ad in a scientific journal in icinz 
China titled ‘Heinz, Authority S278 SE 
on Infant Nutrition’.» 


@ A UK magazine ad recommends 
Farley’s for use from 4 months 
and shows a cute teddy bear un- 
der the heading ‘Heinz. The 
New Name Behind Farley’. 


TAAaeAenenas maetenannanene =e 


TOMATO 


*—?1 
= 
e-?t 
‘—* 
a—t 
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|@ This ad for Heinz All-in-One Ce- 
real with Infant Formula at www. 
heinzbaby.com does not mention 
breastfeeding as the best. It claims 
that it “meets 100% of your babys 
daily iron needs” and contains 35% 
3 | infant formula. “Trust Heinz to give 
= \ your baby the very best”. < 


——<—* 


e “Love which feeds” is the theme of a magazine ad 
for Heinz purees in the Dominican Republic that also 
makes health claims about the product. 


nal Baby Food Action Network 


@ An advertisement in the Malay- 
sian magazine Parenthood seeks 
entries for “The Heinz-Farleys 
Rusks Baby Debut Contest”. 
Parents win a Heinz hamper if 
their baby’s photo and caption 
are selected for publication. 
For Heinz, it is a way to collect 
addresses for future direct 
promotion.» 


@ Another ad for Farley’s 
Rusks in the same magazine 
features a coupon that moth- 
ers can submit for a free in- 
formation leaflet. 4 


Por more than 50 years 


now, . 
i on 
ver the world have been growing up 
G SO ee guaecel of Farley's Rusks... 
he wold (ound 


e@ An advertisement in Mother- 
hood magazine in Singapore 
asks “Isnt it time to give your 
child all the important nutrients 
everyday?” and makes nutrition 
and health claims about the Heinz products shown. & 


e An ad in an Indian magazine promotes six varieties 
of Farex cereals, with pictures of babies and toddlers 
and recommends the product from four months. 


e A series of ads for Farley’s Fol- 
low-on in magazines in the UK 
offer a free sachet by 
calling the “tinytums 
careline”. Mothers 
and babies idealise the 
use of the product 
which is claimed to 

“improve babys im- 

mune system”.® 


ae wees 


» Article 5.3 of the Code bans promotional ON 


devices at the retail level. 


@ This supermarket shelf-talker in Co- 
lombia has the slogan “Dreams be- 
gin with Heinz ... the love that feeds” 
and shows a baby, a graduation cap, 
crayons and a black board, implying 
Heinz produces an intelligent child. 
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vurchase of two 


supermarket asks custom- 
‘ with purchases of 


e A shelf talker in a Beying 
ers to “collect stars ....to get gifts 
se, ~=sd Heinz cereals, purees 

a4 | and juices. Pamphlets 


» | | =* | ist the gifts available 
vy i) (baby sleeping bag, 
me ie) =*% backpack, household 


. rain). 
items, toy t ) Shelf talker 


@ Leaflets in Shanghai super- 
markets offer points for 
Heinz purchases to be col- 
lected and redeemed for 
feeding cups, towels, toys 
and baby furniture.» 


e Soon-to-expire Heinz 
products are sold at dis- 
count prices in a super- 
market in Gambia. 4 


@ Shelf talkers draw attention to reduced prices on Heinz 
Baby Juices and on Farley’s Follow-on in the UK. 


@ Heinz baby cereal 
is sold at a discount 
at a chain store in 
Singapore. Redee- 
ming a coupon en- 
ters customers in = 
the store’s monthly Lucky Draw for a $100 prize. A 


» Article 6.2 bans the promotion of products within the 


health care system. 


© Heinz often hands out gifts to 
health workers in China.» 


@ Ina health facility in Trinidad 
and Tobago a leaflet titled 


| 


Heinz S Infant & Toddler Nutrition FAQ’ promotes 
Heinz foods for use from four months. 


@ Ina UAE hospital, Farley distributes leaflets on wean- 


Ing: “4-6 months....time to start weaning”. A full range 
oe : 
of Farley’s products illustrates the message. 
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@ In China Heinz in- 
fant feeding book- 
lets promote the 
company’s full 
product range, 
recommending 
many products for 
use from four = 
months. The booklets are supplied in bulk to health 
facilities and made available to mothers with new- 
born babies, such as this one. & 


e Heinz displays 
posters, leaflets 
and products in 
health facilities 
in China.» 


eeenae 
Ldateiceeeet 


e In New Zealand Wattie’s gives health workers info 
packs that promote 
Heinz Nurture in- 
fant and follow-on 
formulas, using the 
slogan “Nurturing 
New Zealand Ba- 
bies for over 20 
years” .» 


> WHA Resolution 54.2 (2001) advises exclusive breast- 
feeding for 6 months which means that the recommended age 
for use of complementary foods cannot be under 6 months. 


e@ Heinz product labels in many countries idealise their 
use with pictures of babies and attractive images. 


@ Heinz labels recommend products from too young an 
age: as of four months for most products in most coun- 
tries. In Mexico and Uruguay, Heinz puree labels do 
not state any recommended age. 


@ In New Zealand, Wattie’s “Guide to Baby Feeding 
Card” and “Getting 
started on solids” een ANOMATINON Getting 
advise that comple- aan 
mentary feeding be- 
gin at four months us- 
ing Farex and 
Wattie’s products.» 


e The brand name 


Nurture of the Heinz infant formula range in New 
Zealand idealises the use of infant formula. 
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Starter 


was founded in 1932 and has established a strong reputation in the 
organic baby food market. Hipp has factories and subsidiaries in several 
European countries. It markets mainly in Europe (very aggressively in 


Eastern Europe) and is now expanding into Asia (Pakistan. Uzbekistan, 
Taiwan, Japan and China) 


| : j H PP 'S & family-owned company located in southern Germany. It 


: cet In Germany, Hipp gives out videos projecting idyllic unpolluted 

; HiPP GmbH & Co. landscapes and Mr. Hipp among apple trees. The company claims its 

; Georg-Hipp-StraBe 7 organically grown ingredients will help prevent allergies. Hipp has 

§ 85276 Piaffenhofen, Germany received praise from environmentalists for guaranteeing organic 
Tel: 08441-7570 ingredients at affordable prices. Recently the Swedish probiotic 
Fax: 08441 - 757402 specialist BioGaia signed an agreement with Hipp. However, Hipp 
Email: information@hipp.de continues to produce non-organic foods under the Bebivita label which 
URL: www.hipp.de does not reveal its connection with Hipp. The company has also been 


criticised for its heavy-handed entry in the Costa Rica jungles where 
: farmers use unsustainable slash and burn techniques in their rush to 
grow organic bananas for Hipp. 


gi Article 7.3 of the Code provides that there should be no financial or 
Products include: material inducement to health workers to promote products. Not many 
baby food companies nowadays dare give bonusses to doctors based 


FORMULA: ; on the number of product prescriptions. It was highly disturbing, therefore, 
unpp Pre. Hipp I and 2, Hipp HA, to learn that in Armenia, Hipp pays a commission to doctors for each 
Hipp NE. Hipp product mothers buy on prescription. 

COMPLEMENTARY FOODS: 

Hipp purees, juices, cereals, ready Hipp received the 1999 Shaming Award from the UK Food Group, for 
meals, biscuits, mineral water, the misguided labelling of its infant teas, purees and juices which 
“goodnight meals’”’, muesli and teas, encourage an early end to exclusive breastfeeding. The Food 

Bebivita. Commission (UK) found in 2000 that Hipp biscuits have more sugar 


(21%) than a jam doughnut (19%) even though the biscuits are labeled 
“sugar-reduced”. 


Logos & Icons: ~ - 
ies alae cal Promotion to the public 
Hipp uses its company name with 
the three hearts as brand name. 
The company prides itself on a other forms of promotion of products under the scope 
range of organic baby foods of the Code. 

promoted with a “Bio” logo. 


> Article 5.1 of the Code prohibits advertising and all 


© Hipp baby foods use Western babies to adver- 
tise in a magazine in China. This ad is entitled 
‘Babies’ tender stomachs need nature 5 care’. 


leaflet 


e aavertisemen 


magazin 


4 ’ seeenr® 


GFBAIIEL | 
EE ene eres: |@ An advertisement for 
, —re Came Hipp juices in a mother’s 
Ford V \/ oe \ | I i| { \ | ny (| \| | } \ | i 3. Iipp J : : ; 
a A. - A=: magazine in Taiwan and 
a a= : a leaflet for Hipp jar 
foods and juices both 
feature the “Bio” logo, 
the slogan “Very Or- 
| ganic, Very Tasty”, and 
a baby eating Hipp products. A cut-out 
coupon in the ad offers free gifts. 


2 


gnae'' nguaee 
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e Anad for Hipp infant teas 
in Mothers’ Journal in 
Lithuania encourages bottle 
feeding with a cartoon baby 
drinking from a bottle and 
holding a teddy bear. The 
heading reads “Be Healthy 
and Big - With love, Hipp”.» 


What do 


i P 
ORGANIC 
MILKS offer 
mothers and babies? 


ee ee ere ee 


ame ee ee 


ee res er of ey ees Or oe 


Har 
| ORGANIC 


the taste of noture, 
nothing dse 


‘maw ftir \ 
ANOVATIU 


A eS Fe et Se er Co. 


me ili t 


2 most natural is the 
i uxembourg asks “After 
the breastfeeding period of 
6 months, what can you of- 
fer to your baby?”, imply- 
ing that breastfeeding 
should cease after six 
months and that babies 
should progress to Hipp 2 
as the natural option. 4 


oP ‘ 


. Sey 
Aukite svevei®s* ri 
ir dideli ! 7S 


e An ad ina scientific jour- 
nal in the UK uses the 
popularity of organic prod- 
ucts to promote Hipp or- 
ganic infant and follow-up 
milks. The ad compares the 
products to breastmilk: 
“formulated to be as nutri- 
tionally close to breastmilk 
as possible”.4 


e A leaflet in Hong Kong says Hipp baby teas can be 
given | week after birth and Hipp fruit and vegetable 
purees 9 weeks after birth. V 


enraxoeo 
cam, meaet 
: were 


® Mothers in Latvia receive cou- 
pons for Hipp products and gift 
packs containing promotional 
materials and free samples of 
Hipp baby drinks, recommended 
for use from one week of age.» 


e Free samples of Hipp Pre infant 
formula are given to mothers by 


shopkeepers in 1. 


: 
1 Withuania 
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e An ad in the UK magazine 
Baby & You, displays the 
Hipp Organic product line 
and offers a sample and a 
‘money-off coupon’ by call- 
ing a local hot-line. In answer 
to the heading, the advertise- 
ment says: “All ingredients 
are grown naturally... the 
apples are grown in sunny or- 
chards far away from all pol- 
luting influences.’ ® 


e Hipp car stickers in Arme- 
nia, Lithuania and Russia 
say “Baby with us”.» 


OR FREE SAMPLE & HOMEY OFF 


e Hipp posters, pro- 
motional leaflets 
and brochures in 
shops in Armenia 
have pictures of 
babies. 4 


e@ In the UK, Hipp uses 


shelf talkers to adver- 
tise a discount — four 
jars for the price of 
three. <4 


> WHA Resolution 47.5 (1994) urges an end to free or 
subsidised donations of products to all parts of the health 
care system. 


e@ Hipp donates unsolicited supplies of its infant for- 
mula to health facilities in Armenia and of Hipp teas 
and Hipp juices in Latvia. Samples are then given to 


mothers. 


@ Health workers in Lithuania give mothers free samples 
of Hipp Camomile Baby Tea recommended for use 


from the first week. 


@ Unsolicited free supplies of Hipp follow-on formula 
were placed in doctors’ waiting rooms in Germany, 
as many as 20 packs at a time. 
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Article 7.3 provides that there should be no financial o) 


material inducement, to promote products within the sc ope 
of the Code. 


* 
P Article 7.4 allows samples to health workers but only for 
research purposes. Health workers may not pass on any 
samples. 


@ In Latvia and Lithuania, Hipp 
gives health facilities clocks, 
cups, writing pads, sweets and 
magazines showing the ‘Hipp 

—\ Bio” logo and 

\ Hipp ball-point 


@ [n Georgia Hipp gives writing pads to health workers 
and Hipp booklets on infant feeding to health workers 
and the public. They contain statements such as: “Use 
Hipp Pre for infants when mother’s milk is not 
enough.” & 


@ Feeding bottles in a pack- 
age which advertises Hipp 
formulas are included in a 
gift pack for mothers in hos- 
pitals in Germany, together 
with a booklet from Hipp.» 


Milchnahrungen 
Ober 40 Jahre Erfahrung 


 ‘Tasou-Hipp 


@ Doctors in Armenia 

earn a commission 
on prescriptions for Hipp products; all they need to 
do is fill in their name, workplace and signature on 
special Hipp prescription forms. 


@ Breastfeeding poster 
with HiPP logo found 
on wall of paedi- 
atric polyclinic in 
Armenia.» 


@ Hipp distributes promotional materials such as 
booklets and calendars for display at health fa- 
cilities in Armenia, promoting Hipp products for 
use from as early as the first week of life. Car 
stickers and pens with the Hipp name and logo 
are given to health workers. 4 
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Hipp 


Labelling 


> WHA Resolution 54.2 (2001) advises exclusive breast 
feeding Jor 6 months which means that the rec ommended ave 


for use of « ompleme ntary foods cannot be under 6 months 


@ Hipp baby tea labels in Lithuania show a bottle and 
recommend use of the product from the first week. 


@ In Armenia Hipp juice labels recommend use from 
three months; porridges, vegetable, fruit and meat 
purees from four months. 


e@ The label of Hipp Pre in Lithuania states that the 


product is “...g00d for supplementing when 
breastfeeding ”’. 


@ In Germany Hipp 
infant meal labels 
recommend the 
product for use 
“after five months 
instead of a bottle 
meal”. 


e@ Hipp infant formula labels in Switzerland undermine 
mothers’ confidence in breastfeeding with statements 
such as “If you cant breastfeed or if you cant do 
it ies eS you can use Hipp! from the first 

* : bottle”. The label rec- 
ommends the use of 
follow-up formula af- 
ter four months. The la- 

bels of Hipp 1 and 2 

look alike and can con- 

fuse mothers. 


wivicaliug text and pictures which 
| violate the Code 


> Article 4.2 requires all information 
material to advocate for breastfeeding 
and not contain pictures or text which 
idealises the use of breastmilk substitutes. 


@ In Latvia, Hipp distributes 
promotional materials to 
mothers. Among them 
are a booklet and a 
daisy-shaped 
leaflet which 


advertise a full pio} 


range of pro- a cS éa, &> 


ducts under the : 
Hipp Bio range. ' 
wo 
es 33 


rts of Europe, Hipp 
wi Pe | dJely distibutes a booklet on 
wn Bau! infant feeding that introduces its 
product line. The book is avail- 
able under various titles, in dif- 
ferent languages and with slight 
variations, but all promote Hipp 
products with packshots and 
idealising pictures and recom- 
mend complementary feeding 
from too young an age. 


ws 
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( ope rb! no HH 
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i 
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e The booklet from Armenia is 
detailed below: 


> The booklet promotes ae 


Hipp infant formula, teas, 3 
porridges, cereals and pu- 
ree products, including 
Hipp Hypo Allergenic 1 
and 2, Hipp Pre, Hipp 1 
and 2. 


> Hipp Pre and Hipp 1 are 
claimed to be adapted to 
mother’s milk in terms of pro- 
tein, fat and carbohydrate 
content. 


> Hipp juices are recom- 
mended to vary the baby’s 
diet, adding that this is “es- 
pecially important if you 
are breastfeeding ”’. 


ten) 


o> Umeqen ope 
Sey 


> Hipp vegetables and fruits 
are said to be necessary in 
the child’s diet “from 9 


weeks”. we feo 


re 


= Toa 


— 


> Hipp Goodnight por- | ° ue 
ridges and cereals and 
Hipp Meat purees are 
recommended from four 


months. 


¢ Another booklet showing the same picture of a happy 
mother and child on the cover, recommends comple- 
mentary feeding from three to four months 
breastfeeding or bottle feeding only once a day at six 
to seven months and no breastfeeding at all after eight 
months. The booklet dedicates four pages to Hipp 


Bio organic pr simi 
: organic products. Similar booklets are seen in 
Jeorgia, Latvia, Romania and Lithuania 
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e Hipp distributed leaflets and 


e@ A Hipp booklet in Rus- 
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booklets about their products 
to health workers at a Peri- 
natal Conference in 
Germany, including a leaflet 
that claims there is no dif- 
ference between 
breastfed and Hipp HA- 
fed babies at the age of 
six months and another 
that describes Hipp NE 
as a special formula for 
the “first days of life”. 
It claims Hipp NE is 
modelled on colostrum é 
and targeted at breastfed ——— 
babies as a supplement 
during their first days to 
prevent hypoglycemia and dehydration. & 


Gg 
Hi 


Vasem djetetu uvijck samo najboljec 


Fe ot ree 
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e A leaflet in Serbia 
shows packshots of 
Hipp formulas, 
cereals, juices, purees 

and infant water. <4 


A 


sian found in Armenia 
offers “Recommenda- 
tions for feeding in case 
of allergy”. The booklet 
contains misinformation and confusing statements. 
On pages 3 and 6, it states that allergy-prone in- 
fants should be exclusively breastfed while on page 
8, it implies that exclusive feeding with Hipp Hypo- 
allergenic 1 is just as good. Pages 4 and 5 pro- 
mote bottle feeding, again implying the equivalence 
with breastmilk. It also promotes Hipp complemen- 


tary foods as of four months. 
Pages 4 & 5 of the booklet 
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‘eager has an annual turnover of €2.53 billion. It sells 
~_ lg 7 the Humana and Miltina brands. The company 
as on . - : —4 XZ »< . > 3 . : ‘ 
& been criticised because of its misleading company and 
brand name. 


> Esa 
Humana 
Beeb Bt umana, Germany’s second biggest producer of milk 


€ 

E Albert G Frie In November 2003, two babies died and fifteen babies fell 
H Milchwerke Westfalen eG Seriously sick as result of an outbreak of thiamine (Vitamin B1) 
Bielefelder Strasse 66 deficiency in Israel associated with the use of Humana’s kosher 
32046 Herford, Germany soy-based infant formula Remedia Super Soy 1. Despite the labels’ 
Tel: +49 5221 1810 claim, Israeli Health Ministry officials found less than 10% of the 
Fax: +49 5221 181300 required amount of vitamin B1 in the formula. It had been left out 


because Humana ‘thought’ there was enough thiamine in soy! Its 
absence or insufficiency leads to encephalopathy, a serious form of 
brain disease in the newborn. Long-term effects may resemble beri- 
beri infection. 


After dragging its feet, the company admitted a mistake was made 
in the production process. Dr. Chessa Lutter of PAHO/WHO said 
“the Remedia deaths serve as a powerful reminder that formula is 
never as safe as manufacturers would have us believe ... Unless 


FORMULA: 

Humana 0, Humana | and Humana 2, there is an easily identifiable cluster of sick infants like in Israel, 
Humana 0-HA, HA1, HA2, the fact that formula is responsible for their symptoms is likely 
Pre Humana and Humana 0-VLB. to go unnoticed.” Remedia broke its relations with Humana in 
COMPLEMENTARY FOODS February 2004. Russia, Georgia and Azerbaijan banned Humana 
AND OTHER PRODUCTS: products. 


Amorosa, Humana SL, HA Brei cereal. 


ug 

e Anad for Humana 2 in a Serbian magazine UAT | 
shows seven babies looking up to the =|, == 
Humana name.» 


Poéetak Odrastanja 
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e A sponsored article in The Resonance 
newspaper in Georgia, about an interview 

Inadequate quality contr ol is not the with a paediatrician discussing infant feeding and allergies, describes 
ox And adel lead 7 ee ida Humana products as a close substitute to mothers milk when en- 
to change. Its cow's milk based 
formula is called “Humana”, 
misleading consumers into believing 
it is “humanised”. The terms 
“humanised”, “maternalised” or 
similar ones are banned by the Code. 
Sri Lanka blacklisted Humana for 
this reason some 15 years ago. 


countering digestive problems. 


e Advertisements in the 
German magazine 
Baby present babies 
and Humana as “milk 
specialists”, the slo- 
gan that also appears 
on product labels, 
and show packshots 
of various Humana 
infant and follow-on 
formulas. 4 


nWir sind die 
Milchspezialisten!” 


Ww 
wa 
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, for free samples 1s 
In luded in a German maga-~ 
zine ad for Humana HAI, 
HA2 and HA Brei cereal rec- 
ommended for use from four 
months. Packshots show the 
similarity in design between 
the formula, follow-up for- 
mula and cereal labels, caus- 
ing potential confusion. 


ow dices Entscrermpraceprograrnen! 


ace et tt 
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Das Vertrauen 
junger Molter... 


e An advertisement 
in Germany’s E/- 
tern (Parents) ma- 
gazine announces 
the addition of 
prebiotics to Hu- 
mana follow-on 
formulas and says 
the company was 
“inspired as usual 
by breastmilk”. 
Another ad says Humana makes its products as close to 

breastmilk as possible. Both ads 

are placed next to articles related 

to infant feeding. A 


e Humana displays posters in 
Georgia and Serbia featuring 
baby pictures, and promotes its 
products in pharmacies, markets 
and grocery shops. 4 


> Article 9 of the Code requires labels to NOT discourage 
breastfeeding and to inform about the correct use of the 
product and the risk of misuse. 


primarily in German 
with stickers bear- 
ing only partial 
translation into the 
local language. 


©@ Humana’s Amorosa mineral 
water label in Italy states in 
English that it is “recom- 
mended for the preparation of 
baby food” and in Italian that it 

isa “food for ni wborns ”” & 


sy 
~ 
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» Article 6.2 bans the promotion of 
products within the health care system. 


e A booklet in Georgia entitled 
‘For love of the child’ promotes 
Humana products and urges 
paediatricians to recommend 
Humana 0, Humana 0-HA 
and Pre Humana special 
formulas.» 


e A leaflet in Germany promoting Humana 0-VLB 
special formula says it is “conceived for the special 
needs of pre-term low birthweight babies”, but does 
not mention the superiority of breastmilk. 


e Packages containing baby foods and pens with the 
Humana brand name were given to health professio- 
nals at a lecture organised by 
the company in Georgia. The 
gifts win health workers’ 
favour and samples will be 
passed on to mothers. 


e Health facility waiting rooms 
in Serbia display posters, 
leaflets, calendars and pens 
with the Humana company 
and brand name.» Poster 


e A leaflet about pre-term babies features pictures 
of infants, an “SOS” phone number and a coupon 
for free samples of Humana formula. It says: 
“If breastfeeding is not possible, pre-term for- 
mula is available to cover the special nutri- 
tional needs of preemies.” 


e A Humana booklet on breastfeeding promotes prod- 
ucts and discourages breastfeeding, saying it “...ex- 


cludes the father”. 
OMATION 


e@ At a perinatal con- 
ference in Berlin, 
Humana distributed 
materials to be passed 
on to mothers, includ- 
ing a leaflet entitled 
‘For babies who 
couldn't wait’, pro- 
moting Humana 0, 
Humana 0-HA and 
Humana 0-VLB for 
low birthweight or pre- 
term babies.» 


Fir Babys, die 
nicht warten konnten. 


Aus Liebe rum Kind 
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Mead MI ead Johnson, a subsidiary of Bristol-Myers Squibb claims to be 


the world leader in infant formulas with its Enfamil family of 


J } S formulas. Worldwide sales reached $721 million in 2003. 
O : 2 Ol i The company is very proud of its Enfamil Lipil infant formula launched 


in January 2002 and said to be the first to contain DHA and ARA in the 


US. However, in January 2003, Mead Johnson recalled 505 cases of the 
product distributed to hospitals, stores and clinics in the US due to 
Peter R. Dolan contamination by Enterobacter sakazakii. In March 2004. Pregestimil 
_ Chairman and CEO HA was recalled in Canada because of an error in scoop size which could 
Bristol-Myers Squibb Company lead to over-concentration and hence to diarrhoea and dehydration. 
345 Park Avenue, New York, 
NY 10154-0037, USA The claims about Enfamil Lipil (and Enfalac A+ and Enfapro Premium) 
Tel: +1 212-546-4000 containing DHA & ARA are deceptive. Mead Johnson says they 
URL: www.meadjohnson.com improve eyesight and intelligence... These long chain fatty acids are 
. www.enfamil.com, www.bms.com naturally present in breastmilk in perfect amounts; absorption rates 
‘ from commercially manufactured fatty acids may not match at all. 
Canada’s Food Inspection Agency (FIA) investigated the truth of these 
Products include: claims and in April 2004, the FIA asked Mead Johnson to terminate the 
claims forthwith! Prosobee, the soy formula was withdrawn from the 
FORMULA: 


New Zealand market several years ago, following widespread concern 


alacta, Alacia NF, Enfamil 1 * 2, over long-term risks of its use. 


Enfamil A+, Enfamil AR, EnfaCare, 


$486 million to Mead Johnson, prompted the company to stall a federal 


_ Enfamil Lipil, Enfamil Lipil with Iron, Intense competition with rival Abbott resulted in increased advertising 

Enfamil Premium, Enfamil LactoFree, spending. Among the promotions is a sweepstakes offering 20 college 

Enfamil Prematuros, Enfamil Soya, ~ scholarships, each worth $25,000 to be won weekly from January 2004 

_ Enfalac, Enfalac A+, Enfalac HA, until May 2004. Parents are to see their paediatrician to enrol in the 

__ Enfapro, Enfapro 2, Enfapro Premium 2, sweepstakes. The lucrative baby formula market in the US, worth over 

__ Prosobee, Progestimil, O-Lac and 

eramigen. breastfeeding ad campaign end 2003. The campaign emphasised the risks 

. L Ogos & Icons: of not breastfeeding (different from the usual trumpeting of the advantages 

. of breastfeeding). Mead Johnson and Abbott-Ross joined forces to 

_ Since 2001, Mead Johnson has been pressure the government to drop or dilute the campaign. Close ties with the 

_ working with design experts “to American Academy of Pediatrics (AAP) in the form of annual grants and 

__ upgrade and reposition” its “Enfa” sponsorship is believed to be behind AAP’s support for the industry stand 
products so that they will be easily (see Introduction for deletions in the campaign). 
recognisable throughout the world. Like 
its previous sketches of babies, the new Bristol-Myers Squibb committed $115 million for a 5 year ‘Secure the 
brand design encompasses infant Future’ programme which was supposed to aid millions of African 
formula, cereals and toddler food. women and children in need of AIDS medication. The Washington Post 

Sve reported that 77% of the money went to US-based charities and medical 
fEnfa At ; research institutions mostly in order to silence criticism of the 
programme. Only a few thousand AIDS victims are said to be reached 


by the PR effort which may, incidentally, have helped prepare the 
New designer 


labelling focusses : ground for Mead Johnson formulas. 
on Enfa and the 
blue bow. ’ 


Promotion to the public 


» Article 5.1 of the Coa 
all other forms of prom 


scope of the ( ode 


y + @ An advertisement for Enfapro in a Mexi- 
iG A ars to buy 
| , can magazine encourages mother ' 

some markets, Peter Rabbit, Beatrix Potter's a ; ars 
famous children’s character, is still used as a the product by saying ‘Your baby is v wrth | nm 
graphic and idealises bottle feeding. everything "> | 
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rtisement in a Chi- 

se magazine claims that 

with Mead Johnson’s Enfa- 

pro A+ babies’ eyesight and 
intelligence improve. 


<4 A product that changes 
blurred to sharp ... 
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e An advertisement in Costa 
Rica claims “/ntelligence — 
You can see it in his eyes” 
and says that “the magnifi- 
cent thing of breastmilk is 
the marvellous thing of 
Enfapro Premium 2” .» 


e A leaflet in Hong Kong advertises a ‘train’ of Mead 
Johnson formulas starting from Enfamil A+, 
Enfapro, Enfagrow 

Bu AOUATION and ending with Enfa- 

i Sah se kid. It also contains an 


ea 
entry form for the MJ 


Mother’s Club. <4 


Férmula para la inteligencia: 


Enfapro Premium 2 
THOM NON ee 


e An Enfapro Premium 2 
ad in a parents magazine in 
Mexico claims the product 
has DHA & ARA levels 
similar to breastmilk and 
shows a picture of a baby’s 
hand on a mouse pad.> 


: 
: 
; 


Mead Johnson adver- 
tises discounts for 
Enfapro A+ in the 
Ming Pao newspaper 
in Hong Kong. 4 


© Mothers who enrol in the Mead Johnson Mother’s 
Club in Hong Kong receive a gift pack with pictures 
of the entire product 
range, a set of cards 
specially designed 
for babies and the 
‘Mead Johnson’s 
Three Steps to 
Stimulate intelli- 
gence’ booklet. 4 


e A Mead Johnson 
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webpage in Fin- 
land shows a baby 
happily working 
on a computer, to 
prove the intelli- 
gence of Mead 
Johnson babies.» ‘ een 


iemmow 
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@ The WebMD site advertises the “Enfamil Family Be- 


ginnings” Club with pictures of cute babies and in- 
duces visitors 
to join with of- 
fers of retail © 
discounts, nu- — 
trition advice, 
online and tele- 
phone support. 


Free! Join Enfamil Family Beginnings* 


a dy. aie: § Le 


Would You Like to Receive: TOUAION 
~ pew wavy ot development 


+ Online newsletters prowding tips customized 5s slage 

* Details on nutrition and its role in your baby’s growth 

+ Special offers on Enfamil® products, including valuable retail discounts 

* Online and phone support from people ready to answer your specilic quesbons 


If so, then join Enfamil Family Beginnings for FREE today! 


The www.enfamil.com website advises “if you choose 
to feed your baby formula, use Enfamil LIPIL with 
Iron” and in much smaller print “if you choose to 
breastfeed, your baby receives DHA & ARA from 
breastmilk”. 


A leaflet in the US 
promotes Enfamil 
Lipil as the only 
formula “that has 
LIPIL, a blend of 
natural nutrients 
that may help 
optimise eye and 
brain development” and says it is “a blend of DHA 
& ARA: Nutrients found in breastmilk”. It offers 
savings of up to $4 by sending contact information 
and the baby’s birth date. A 


Mead Johnson reps in Thailand talk to pregnant fac- 
tory workers and mothers and encourage them to drink 
EnfaMama, distribute the “Smart System” guide on 
infant care and gift sets with samples of Enfalac A. 


Mead Johnson’s Mama to Mama newsletter in Ma- 
laysia and Singapore regularly publishes letters from 
mothers. One of them stated she used Enfapro (fol- 
low-up formula) from birth with results which “ex- 
ceeded all expectations” and that she “found moth- 
ering to be much easier and fuss-free with 
Enfapro”. Following 
complaints, Mead 
John-son hastened 
to apologize and 
blame the terrible 
mistake on a “typo- 
graphical error’’... 
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® Enfapro is regularly advertised on TV in Hong Kong. 


Clever cartoon ads in Malaysian newspapers entice 
the public to check out Mead Johnson’s website which 
promotes all the Mead Johnson products. It offers free 


samples on ~~ eeamacane 
pepe, v> ay ae 


nd 


@ A Mead Johnson gift pack for new mothers in Malay- 
sia contains a ‘see-and-touch’ flipbook and promotes 
the range of Enfa products. 


@ In Mexico a promotional letter inside a magazine says 
“in case you cannot breastfeed your baby for any 
reason, ask your paediatrician about Mead 
Johnson products that contain DHA and ARA” 


@ Vietnam is one of the first countries to advertise the 
new Enfa range icon above shops and in the media. 


> Article 5.3 of the Code bans 
promotional devices at the retail 


level. 


@ Discounts and special sales in 
Chinese shops promote 
Enfamil and Enfapro. 4 


@ In China the company mails 
promotional materials to 
mothers at home; shops also 
distribute such materials. 


e@ Also in China the com- 
pany uses posters, shelf- 
talkers, special displays 
and offers of gifts with 
purchases of its products. 


tional Baby Food Action Network 


MEAD JOHNSON 
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moters in China BK Kew E,.Y 
use leaflets to | eae ; 
praise the bene- 

fits of Enfamil | 

A+; they also t.. . 

announce child- noes 

care seminars sponsored by Mead Johnson. & 
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e In the Dominican Republic, the company promotes 
Alacta, offers discounts in pharmacies and uses spe- 
cial displays to promote Enfamil. 


@ Mead Johnson sponsors at least 
one neonatology announcement 
board. It says: “Courtesy of 
Mead Johnson, where good 
health is born” .» 


@ Mead Johnson reps in Thailand 
give out samples of Enfapro to 
mothers in shops, hold special 
sales and offer discounts on 
Enfalac, Enfalac A+, Enfapro 
and EnfaMama. 


Peeees 


NG uae ON 
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> Article 6.2 bans the promotion of products within the 


health care system. 


@ In Hong Kong, Enfamil displayed in health facilities, 
says that its DHA & ARA levels are similar to 
breastmilk, while information about Enfamil AR, 
Prosobee and O-Lac claim that their fatty acid content 
aids development of brain, eyes and nervous system. 


@ Ina Chinese hospital a Mead Johnson flyer offers a 
quiz program with prizes of toys or formula for the 
first 100 parents who answer questions about TV 
programmes correctly. 


© Mead Johnson cot tags were found in an Argentine 
health facility with the slogan “Mead Johnson — World 
leader in nutrition — is with your baby from birth”. 


» Article 7.3 provides that there should be no financial or 


material inducements to promote products 


@ Mead Johnson gives fridge magnets with a toll-free 
number to health workers at medical symposiums in 


Argentina. 


@ Mead Johnson gives out growth charts, prescription 
pads, calendars and folders with the Enfamil and 
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hospitals. Mead Johnson prescription pads bear the 


slogan “The first thing a newborn consumes is love, © Mead Johnson donates unsolicited supplies of Enfamil 
ee Spi per oes a ilities in the Dominican 
next our foods”. re abo -tamsmemang and EnfaCare to health fac 
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P i .  Cudl es la mejor solucién para 
ea f los siguientes problemas? ig 
vi 


Republic. 
e Mead Johnson distrib- 
utes pens with the Enfa- einen ces ropaee 
Be £1 reflujo fisioldgico ...\\]\ \(\ fa ON 
mil logo and an Enfa- TIO UAW 
mil questionnaire to doc- 
tors at a paediatric con- 
gress in Argentina. The wane =e 
prize for correct an- Enfamil questionnaire 
swers to the question “What is the solution to these 
problems?” is a set of product samples. & 


ee 


@ Mead Johnson donates supplies to many health fa- 
cilities in Thailand. Mothers receive Enfalac At+ 
samples and other Mead Johnson gifts from health 


workers. 


e Anad in the Argentine Paediatric Journal claims the 
— — _ Enfamil range is “a 
complete range of 
paediatric com- 
plements of vita- 
mins and iron so 
you can be sure 
that the little one 
gets all he needs”. 


e@ Mead Johnson distributes many gifts to health work- 
ers and health facilities in Thailand, among them calen- 
dars, clocks, hand- 
phones, stationery, post- 
ers, educational toys and 
designs and bags. Many 
of them carry brand 
names like Alacta-NF, 
Enfalac HA, Enfalac 
A+ and Enfapro. 


@ In Indonesia Mead Johnson provides unsolicited sup- 
plies of Enfamil, Enfalac and O-Lac to health facili- 
ties. Health workers give mothers free samples of 
Enfamil, Enfapro and Enfalac A+ as going-home 
gifts. Mead Johnson posters are displayed in health 
facilities, usually with the company logo and Enfamil, 
Enfapro brand names. 


e@ In Peru the company sends unsolicited supplies of 
Enfalac, Enfamil and Progestimil to health facili- 
ties. One health facility aspiring to be BFHI certified 
is still receiving unsolic- 
ited supplies of Enfamil 
Premium. 


@ Mead Johnson’s Enfa 
clock found in a Viet- 
nam hospital.» 


The 
designs 
also 


promote 


Salip @ In Peru company reps visit mothers at health facili- 
names. ties to promote and give samples of Enfamil 
Premium and Pregestimil via the health workers. 
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— 


International Baby Food Action Network -- IBFAN 


Breaking the Rules, Stretching the Rules 2004 


: Company reps and health workers distribute gift packs 
with samples of Enfalac, Enfalae A+ or Enfapro to 
mothers in health facilities in Thailand. Mothers are 
required to give their particulars to the company 
to facilitate future contact. 


An ad in the Thai Medical Times claims Enfalac is 
the only formula that research shows can increase 
MDI (Mental Development Index) scores 7% higher 
than those in babies not on Enfalac. 


Mead Johnson hands out gift bags to mothers at health 
facilities in Thailand which include the ‘Smart System: 
birth — 6 months’ booklet, 2 

Smart System Programme 
Guide, registration form for 
Smart System and stimula- 
tion development materials, 
and a 200gm box of 
Enfapro. 


® When mothers or nurses order Enfalac in Malaysian 
hospitals, the product gets delivered with a gift pack 
containing samples of EnfaMama, a towel with the 
company logo, 
nappies, baby 
books and leaf- 
lets promot- 
ing the entire 
Enfa range.» 
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In the Maldives the company distributes calendars, 
pens, educational materials and free samples to health 


workers. 


» In Trinidad and Tobago free samples of Enfamil 
LactoFree are given to 
mothers at health facilities. 
Book marks from “Enfamil 
Family of Formulas” list 
the “/01 ways to praise a 
child” and show 6 Mead 
Johnson formula products. 


___Meap JOHNSON 


@ In China, health education boards in hospitals bear the 
Mead Johnson logo. Company reps distribute free 
samples of Enfamil to mothers; calendars with the 
Enfamil and Enfapro brands, note pads and pens to 
health workers. 


@ Health facilities in the Dominican Republic display 
products with the Enfamil brand and mothers receive 
free samples of Enfamil from health workers and 
company reps. 


> Article 9 of the Code requires labels to NOT discourage 
breastfeeding and to inform about the correct use of the 


product and the risk of nvisuse. 


> WHA Resolution 54.2 (2001) advises exclusive 
breastfeeding for 6 months which means that the 
recommended age for use of complementary foods cannot 
be under 6 months. 


@ In Mexico the label for 
Enfamil AR states 
that the product is de- 


- = = A . R . 
signed specially for In- Formula Lactea 
fants with physiologi- " foto malin 
cal reflux problems, | | ae 


whereas breast-feed- 
ing is the best method 
to deal with this 
problem.» 


Sas: 


ONTONN 


e Enfamil Prematuros in Peru competes with 
breastmilk by claiming it is a complete formula 
which promotes good visual and mental develop- 
ment. 


@ Mead Johnson’s Enfamil label in Indonesia encour- 
ages mixed-feeding by recommending it to be used to 
complement breastmilk for infants under 12 months. 
It also recommends complementary food for babies 
above 4 months. 


@ In Puerto Rico and the Dominican Republic the 
Enfamil Lipil label idealises the product by claiming 
that the DHA and ARA composition is closest to that 
of breastmilk. ¥ 


MUST ADD WATER MUST ADD WATER MUST ADD WATER musT ADD WATER MUST ADD WATER 
. omer he 


Saher 
— wal 


ef 
onmee 


: 
: i 
( 


| 
= 
LA 


a= 


ee t—O 


Breaking the Rules, Stretching the Rules 2004 


e The following Mead John- 


‘na advertises other Joh 
son booklets were distrib- 


EnfaMama to Enfapro, 


¥ FPO 


Enfa products starting : en _ 
Enfagrow and Enfakid accompanied by pictures of uted at a Paediatric % 
b bies.¥ gress in Argentina: 

abies. 


> Enfamil is recommended 
for pathological problems 
that can be resolved by 
breastfeeding. 


e Pregestimil label in Indonesia is in English only. > Lactose-free Enfamil: “provides essential nu- 
trients similar to those of breastmilk and routine 


formulas” 


» Article 4.2 requires all information material to advocate 
for breastfeeding and not contain pictures or text which 
idealises the use of breastmilk substitutes. 


» For health professionals, Article 7.2 of the Code only allows 


product information which is « 
alos de be beche materna y 2 las tGrmuies ée retina 


factual and scientific. 


+ ae @ Leaflets full of 


baby pictures in 
China ee Bog > Enfamil Soya: gives incorrect information on wean- 
Enfamil, ing and diarrhoea and does not mention 


Enfamil At 
and Enfalac 

for infants, Enfapro and Enfagrow for toddlers, 
Junior Sustagen for older children, and MaMa Sustagen 
for mothers. 


breastfeeding at all. 
~— 


@ In Argentina the company distributes a booklet: “Re- 
gurgitation affects some 50% of all babies” and a 
CD to paediatric students in teaching hospitals. The text 
misleadingly suggests that 50% of babies suffer from 
regurgitation and that Enfamil A.R. can help reduce 
the occurrence, while ignoring the fact that breastfed 
babies have less regurgitation and that it is a normal 
event. An ad with similar wording appears in the Ar- 
gentine paediatric journal. These ads are neither “‘sci- > Enfamil Nutramigen: portrayed as a solution to 
entific nor factual”. (cow’s) milk protein allergies. 
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» Company promoters in China recommend EnfaMama 
to pregnant mothers, distributing leaflets called New 
Mother Health for 280 Days which also promote 
Enfamil and Enfamil A+ as “similar to mother’s 
milk”. 


@ A baby care booklet 
in a Hong Kong hos- 
pital has pictures of 
Enfamil A+ and 
Enfapro on almost 
every page. < 


fe aah bh IDUA 
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® A flyer in Hong Kong entitled 
How to switch milk advertises 
Enfamil A+ for newborns and 
Enfapro for 6 months and 
above. A similar leaflet pro- 
motes Enfapro 2 describing 
the wonders of its DHA 
content. > , 


TTOMAMIOND! 


Lad 


BBS DHA/ARA 


e A leaflet in Hong 
Kong promotes Pro- 
sobee, O-Lac and 
Enfamil A.R. while 
another promotes 
Enfamil A+ as the 
only infant formula 
with ingredients that 

fit FAO/WHO recommendations on DHA & ARA 

and match those found in breastmilk. 


» Mead Johnson leaflets in Mexico claim that “Mead 
Johnson ’s new formula is the only one with DHA and 
ARA levels similar to breastmilk and the only one 
that has clinically proven significant improvements 
in mental and visual development of babies.” 


Estimulacion, game 
TemProno — 


Early stimulation for babies from 0-6 months 


national Baby Food Action Network 


MEAD JOHNSON 


@ A leaflet in a Mexican health facility promotes Mead 
Johnson’s infant formulas as “Closer than ever” to 
mother’s milk. 


“Lets help 
them to be as 
brilliant as 

they can be”. 


@ In Thailand an Enfalac HA leaflet says it is the “/ar- 
est technology ... with hypo-allergenic formula, the 
only formula that gives valuable nutrients close to 
breastmilk”. 


@ Booklets entitled Enfalac A.R.: Nutrition for regur- 
gitation claim the product contains essential fatty 
acids similar to breastmilk. 


e In Thailand a leaflet showing a baby claims 
LCPUFA+s content in formula increases baby’s vi- 
sion and IQ, like breastmilk. 


e@ Another Mead Johnson leaflet in Thailand claims 
Enfalac A, Enfalac A+ and Enfapro contain nutri- 
ents for good physical growth, brain development and 
immunity and that the whey casein protein ratio is the 
same as in breastmilk. 


Siempre lista 


Mead Johnson: 
“Always ready” 
(Argentina). 


A+ 
DHA in Enfapro A+ : 
rat catch your child ae ; 


\ | | 


with ARA af 
it’s not just toys 
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A Mead Johnson ad in 
Singapore, “With ARA and 
DHA in Enfapro A +, itis not 
just toys that catch your 
child’s eye”. 


Any truth in 


DHA added 
benefits? 
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\V th annual sales of 732,368 billion Yen (USD 6.7 billion) in 2002, | 
Meiji founded in 1917, is one of the largest Japanese 
manufacturers. The company’s main business 1s dairy products, baby 
foods, and pharmaceuticals. It claims to make unceasing efforts to 
bring its infant formula “as near as possible to the functions of 


mother’s milk.” 


Shigetaro Asano Meiji’s products include formula, complementary foods, beverages 
President ses See and snacks matched to baby’s age. It supplies infant formula mainly 
Cel esata on in Japan, China, Thailand, Taiwan, Malaysia and Pakistan. 


1-2-10, Shinsuna, Koto-ku 


set eae ioe ss In August 2002, in Japan, the company mislabelled Meiji Step, its 


URL: http://www.meinyu.co.jp/english/ follow-on milk, with standard directions for Hohoemi infant formula, 
causing young babies to suffer diarrhoea and vomiting from 
consuming the wrong milk for their age. The public outrage reflected 
in the media resulted in a downturn in sales. 

Products include: 


Meiji has engaged in a joint venture in Thailand with the CP Group, 


FormuLa: and in China it has established a joint venture with a state-run 
Meiji FM-T, Meiji FP-T, Meiji 7 enterprise. 

Hohoemi, Meiji Step, Meiji FU, Meiji 

Soft Curd. 


Promotion to the public 


Logos & Icons: 


> Article 5.1 of the Code prohibits 
Meiji is one of several companies advertising and all other forms « 
using its name as a brand name for promotion of products under the 
most of its products. scope of the Code. 


FAEIJI 


Bra FLFR 


A leaflet about the stages of 
pregnancy, distributed by Tokyo 
health authorities, contains an ad 
for Meiji Hohoemi. 


Cartoon characters are on 
labels and in ads. 


@ In Thailand Meiji mails free samples of Meiji FM-T to mothers. 


@ Meiji advertises Meiji Step for babies nine months and older, in a 
Japanese magazine, with the heading: ‘We want to nurture babies 
and mothers across nations.’ 


@ The Japanese Hohoemi website catalogue compares Hohoemi in- 
fant formula with breastmilk (“Getting gentler, getting closer to 
breastmilk”) and promotes Meiji baby water for use from 2 months. 


Infant formula 
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Baby water 


MEL 
| Oh te 2k BE BR 


— ao—weneetene 
_ maaan 
RT TE ae oe, rs ai 


VALTIBK oD VEIN ey 


KVMS 360F9 CRP) SRBWDOAMB shor) (HB) 


@LNEOUT. THELSAAKEY. 


WHOMAION 


in China Ee 
hina, Meiji has added a baby bear to its loge and 
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eaking the Rules, Stretching the Rules 2004 


Article 5,3 of the Code bans promotional devices at the 
tail level. 


In China, shelf-talkers 
in stores promote Meiji 
FM-T and Meiji FU.» 


OUATION 


@ Meiji towels are of- 
) fered as gifts with 
ae Rey fas Ss purchases of Meiji 
N 3 FM-T in a China 
supermarket. < 


@ Leaflets in shops and midwives’ stations in Ja- 
pan offer gifts to mothers when they purchase 
Meiji Hohoemi formula and submit a form with 
their personal parti- 
culars, enabling future 
direct contact.» 


ea: 
x 
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UIOUAMION 


@ Mothers in Japan can collect 
stickers with purchases of 
Meiji’s follow-up formulas to 
exchange for a storybook featur- 
ing their baby’s name as the hero. 
A similar scheme is used for other 
Meiji products also. 


> WHA Resolution 47.5 (1994) urges an end to free or 
subsidised donations of products to all parts of the health 
care system. 

> Article 6.2 bans the promotion of products within the 
health care system. 

> Article 6.3 prohibits the display of products, placards and 
posters or the distribution of company materials unless 
requested or approved by government. 


® Meiji gives health facilities in Thailand unsolicited sup- 
plies of Meiji FM-T and Meiji FU to pass on to 
mothers as samples. Meiji takes turns with seven other 
milk companies supplying formula to some health facili- 
ties. Meiji products and items are displayed in nurser- 
ies, nurses’ stations and maternity wards. 


ional Baby Food Action Network 


@ Company reps give mothers in 


Thai health facilities gift sets that 
include a Meiji FM-T sample, 
baby clothes, mittens and Meiji 
promotional materials. 


@ Gifts such as incubator 
covers, bags, diaries and cal- 
endars with the Meiji logo and 
brand names are given to 
health workers in Thailand. 


Scare 
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At 
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@ Meiji FM-T and Meiji FU leaflets are given to 
mothers outside health facilities in China. They 
contain promotional images and slogans like: 
“Brain Gold” and “Clever mum's choice” and 
“Raise an intelligent baby — Choose Meiji’. One 
leaflet claims Meiji products are “suited to Ori- 
ental mothers and babies’ nutritional needs”. 
“Breastfeeding is best” is superimposed over 
Meiji FM-T packshots in all the leaflets in an 
attempt to disguise the promotion. 


others in Hong 
Kong health facili- 
ties receive card- 
shaped advertise- 


saree, ments promoting 
cos ee | Meiji FU with a 
em - set a-3B) — drawing of a tod- 


‘<hr £5 J 


— — dler wearing a 
graduation cap and packshots with a cute koala bear 
on the labels. The text says, “Brighter brain and 
brighter eyes” and promotes DHA as “Brain Gold”. 


@ Meiji ad in a Japanese magazine boasts about Meiji’s 
80 years of study of breastmilk and pledges to con- 
tinue producing nutritious and safe milk. 


WEKTH. CHPSS. 


@ Meiji gives health workers in Thailand mother book- 
lets that recommend exclusive breastfeeding for only 
three months and complementary foods from four 
months. They also recommend formula if a mother 
cannot breastfeed due to work or insufficient or no 
milk. Text promotes Meiji FM-T and Meiji FU as 
“...complete formulas with nutritious value for 
good development of children at every age”’. 


@ At aconference 
in Thailand, 
Meiji promotes 
its products in 
booths and 

displays. 
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e A large 2003 calendar with packshots on every page, — 
leaflets and other materials promoting Meiji FM-T, 
Meiji FU and Mamilac milk for mothers are com- 
monly on display in clinics 
and hospitals in Japan. 


2. wa 
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@ A catalogue available at a midwife station in a Tokyo 
health facility advertises the entire line of Meiji 
formula, baby foods and several brands of feeding 
bottles and teats. 


@ Meiji representatives in Japan give health workers a 
booklet entitled ‘Maternity Textbook’ to give to moth- 
ers. It contains promotional material about Meiji 
Hohoemi, including a comparison with breastmilk. 
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eA large poster promoting Meiji FM-T from birth and 
claiming it is “Almost a Breastmilk” is found in an 
Egyptian hospital. 
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MI ilupa was founded in 1921 as a family business in a small! town 
in Germany. In 1995 it was bought by Nutricia and became a 
partner in NUMICO (Nutricia, Milupa, Cow & Gate). Its marketing and 
labelling remain independent and hence it is reported here as a separate 


company. 
Dr. Rainer Siewert 
tenga | Milupa claims to be the leader in breastmilk composition research by 
agro oa first introducing taurine in 1986, then in 1993 LCPs (long chain poly- 

' ice ion 0 , Germany unsaturated fatty acids) into infant formulas. After engineering another 
Se atte: fag aap generation of LCPs in 2001, Milupa went into prebiotics like so many 
ote Sante other companies, forever seeking a way of commercial production of 

-milupa. natural ingredients in breastmilk so as to exploit it in marketing. 
Products include: In May 2002, the company’s Step 1 baby meal rice cereal was mistakenly 
filled with Milupa Oatmeal Cereal where gluten content may have adverse 
Forms: effect on those sensitive to gluten. 
Aptamil Start, Aptamil Pre, Aptamil, This incident caused the recall of the LOBALISATION IN A NUTSHEL 


Aptamil HA, Milumil, HN25, Conformil. product in Canada. Then in Septem- 
ber of the same year, Milupa’s HN25 


COMPLEMENTARY FOODS: 
special formula was recalled in Hong 


Milupa Cereal, Milubrei, Miluvit, ote 
Miluris, Kinder Grieb, Fenchel Kong due to PORMR Se by 
Milutee, Milupa Infant Foods and Enterobacter sakazakii. 

Milupa 7 Cereals. 


Logos & Icons: 


Joining the battle of additives, “LCP 
Milupan - for healthy development” is > Articl 
the logo and slogan used to describe 
and promote LCP fatty acids added to 
Milupa formula products. Its comple- 
mentary foods are marketed from four | 
~ months and its juices and teas from as @ Leaflets at an International Baby/ 
early as the eighth day of life. Children Products Expo in Hong 
Kong contain a “Milupa Mothers 


Club” entry form that gives Milupa 
information for direct promotion. 
The leaflet shows packshots of 
Milupa cereals and recommends 
their use from four months. In viola- 
tion of WHA 47.5, it compares 
Milupa cereals to traditional por- 
ridge in terms of nutritional value, 
preparation and taste, and says 
Milupa “wins” on all three counts. 


Overleaf 


@ Milupa cereals are advertised in the Daily Enquirer newspaper in 
the Philippines, showing packshots beneath a picture of a mother 
feeding her baby cereal. The ad claims: “[Milupa cereals] provide 
a full range of vitamins and the most important minerals. Two 
servings of Milupa cereals contain at least 50% of the daily 
requirements of these micro-nutrients. ” It provides an address, tele- 
phone and fax numbers and email for more information. 


Milupa has no strong single set of icons to promote 
' ’ led with a cartoon range , ; oh , . ; 
by hig rode jr eenipaernl Middle East; its oar @ Milupa’s German website contains promotion for all Milupa prod 

stickers show a bear, and Milupa babies come ucts, including infant and follow-up formula, and has a baby nutri- 


| posters. : P , sires 
G00 9e OR CRPHN P tion advice section for new mothers. 
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a Milupa bottle, suggest- 
ene mather, idealises the use of Milupa in- 
1@t Ol PilePesivi, Shee wr 


Germany and Lithuania. 


Ine ie: 
fant formula in ads in bot 
> The ad for Milumil 2, Milumil HA2 (for use from 
four months) and Milumil 3 (for use from eight 
months) in the German Wo Bekomme Ich Mein Baby 
magazine also says: “Be- 
cause Milumil is so easy to 
prepare, Daddy will be 
happy to substitute for 
Mama.” It promises that 
«your child always gets 
exact nutrients that it needs 
for healthy growth”. 


> In Lithuania, the ad for 
Aptamil 3 and Milumil 
3 (both recommended 
for use from eight 
months) in a Zavo Vaikas 
magazine is titled ‘The 
day with daddy’.» 


@ Milupa gives out samples of Milupa cereals, recom- 
mended for babies below six months, at a roadside 
stand in Latvia. 


@ In Serbia, a cute baby picture is used to promote vari- 
ous Milupa products in My Baby and Mama maga- 
zines and in leaflets and posters in Belgrade and 
Zrenjanin pharmacies and health facilities. 

The same baby advertises Aptamil 2 

and Milumil 2 follow-up formulas 


recommended from four months on 
posters in Bosnian clinics. 4 


... and here it promotes 
Aptamil, Milubrei, Miluvit, Kinder Grieb 
all marketed for use from four months, 
and an assortment of other products for 
older babies... > 


ir 


.. and here, it promotes Fenchel 

Milutee, an infant tea recom- 
mended for use from the second 
week of life and claimed to prevent 
colic. The photo insert of this 
Milupa baby is also used as a 
poster in health facilities, 
reinforcing brand recognition. 4 


e Anad for Miluvit, Milumil 2, Milubrei and Aptamil 
2 in My Baby magazine in Serbia (left) incl 
shots and a phone number for nutrition advice. 
images appear on height charts 
(right) in health facilities. 


Milupa exploits breastfeeding in Germany to adver- 
tise Aptamil 2 from four months and Aptamil 3 from 
eight months in the magazine Baby. The same picture 
is used ona leaflet for Aptamil Pre and Aptamil 
HAI given out at a perinatal conference in Berlin. 
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Magazine advertisement 


Below the heading “Naturally, we can’t compete with this packaging ...”, the 
ad (above left) says: ” ... and breastfeeding is still best for the baby, but when 
nature does not cooperate, breastmilk-like Aptamil in the blue package will 
help.” The leaflet (above right) compares the LCP ingredients added to 
Aptamil Pre and Aptamil HA1 with breastmilk. 


A leaflet inside a maternity wear and baby products 
catalogue in the UK invites mothers to join Milupa’s 
mailing list: “...you can expect to receive another 
precious little bundle — over £50 worth of money- 
off coupons” Other benefits include: a personalised 
website to guide mothers through pregnancy and early 
parenthood, a dedicated careline with mums, midwives 
and health care professionals offering advice, regular 
mailings, free samples and monthly competitions. Com- 
pleted sign-up forms give 
Milupa information for direct 
marketing. 


As recently as 2004, the en- 
tire range of Milupa formulas 
are promoted in Eltern 
(Parents) magazine in Ger- 
many with claims that 
prebiotics make Aptamil 
“very close to the original” .» 
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milupa 


zy @ “Little man. Big business. No 


problem.” An ad for Conformil 
in Baby magazine in Germany 
says the product can stop loose 
stools and constipation. 4 


@ A leaflet on Aptamil and 
Milumil distributed at a peri- 
natal conference in Germany 
shows packshots and compares 

the products to breastmilk, saying they are ‘adapted to 

breast-milk” and “approach breastmilk”. 


& Article 5.3 of the Code bans pro- 
motional devices at the retail level. 


@ A booklet in a shop in Serbia pro- 
motes Milubrei and Miluvit 
products, most for use from four 
months.» 


@ Leaflets given to 
| mitwpe | mothers at a phar- 
tami macy in Belgrade, 
Serbia, advertise 
Aptamil 2 for use from four months 
and offer a free “Milubox” with each 
purchase. 4 


@ In Serbia, Milupa sets up special 
displays in shops to promote 
Milumil and Aptamil and uses tie- 
in sales and promotional leaflets to 
boost sales of Milubrei. 


milupe 


> Article 6.2 - No product promotion in health care system. 
> Article 7.3 provides that there 
should be no financial or material 
inducement, to promote products 
within the scope of the Code. 


@ Milupa gives health workers in 
Hong Kong towels embroidered 
with Aptamil 1, Aptamil 2 and 
Aptamil 3 and the Milupa logo. 


© In Switzerland, health workers give mothers gift boxes 
that contain samples of Aptamil HA and Aptamil 
Pre, Milactin tea for mothers and breast pads. 
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Mivupa 


Milupa prescription pads in health facilities in Ghana 
and in Sudan advertise Aptamil 1 and Aptamil 2, 
other formulas and Milupa 
cereals for infants from four 
months. Check boxes make 
prescriptions easy. 


Prescription pad trom Sudan 


Prescription pad from Ghana 


The reverse of the leaflet from 
Sudan suggests strict four-hourly 
bottle feeds from Day 1.» 


e@ An advertisement for Aptamil First in the Common 


Practitioner scientific journal in the UK compares 
the Aptamil range with breastmilk, makes claims about 
LCPs and says “Aptamil is now Britain's fastest 
growing infant milk”’. 


@ In the UAE, Milupa gives health facilities toys and 


health workers bright red plastic bags with “Milupa”’ 
in bold on both sides. 


e An advertisement in the Archives of Disease in Child- 


hood says that “...when a baby is not breastfed, 
healthcare professionals advise mums to choose 
an infant milk that contains LCPs” , Suggesting in- 
fant formula with LCPs is an alternative to breastmilk. 
The advertisement mentions no brand name but dis- 
plays Milupa’s name and logo. 


A height chart in a Zrenjanin, 
Serbia, health facility shows 
packshots of products, including 
Milumil 2 and Miluvit, both mar- 
keted for use from four months.P 


In Serbia, items bearing the 
names Milumil, Milubrei, 
Miluvit and Fenchel Milutee 


are displayed in health facility THOvAntGN 


waiting rooms. 
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is from Tour months with claims 
‘ron fortification to “prevent anaemia, fre- 
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Misleading 


4.2 requires all information material to advocate 
and not contain pictures or text which 


vertisé 
about 
» Article 
for breastfeeding 


ae ae : r-off sheets 
stors in Sudan receive blocks of tea : | | 
ana ' idealises the use of hreastmilk substitutes. 


about HN25 as a solution for diarrhoea to give to 
mothers as “a service of Milupa”. 


e A fancy Milupa booklet given out by hospitals in the 
UAE advocates mixing Miluris (as of four months) 
into breastmilk or formula as a smooth start in wean- 
ing. It also promotes Milupa teas as of zero months, 
jarred foods after four months and soluble rusks to be 
disolved in breastmilk or formula. 


e A leaflet in Ghana compares 
the protein, fat and carbohy- 
drate content of breastmilk, 
cow’s milk and Aptamil 1 in a 
bar graph to show Aptamil 1 
has a “special composition 
close to breastmilk”. It makes 
other claims comparing 
Aptamil 1 with breastmilk.» 
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Labelling 


> Article 9 of the Code requires labels to NOT discourage 
breastfeeding and to inform about the correct use of the 


e A leaflet in Macedonia promotes Milumil 1, Milumil — 
2 and Milubrei cereal, saying the products “remove 
problems in children who eat too fast” and the rich 
content of complex carbohydrates will make “chil- 
dren relaxed and 
calm through the 
night”. 


product and the risk of misuse. 

>» WHA Resolution 54.2 (2001) 
advises exclusive breastfeeding for 6 
months which means that the recom- 
mended age for use of complementary 
foods cannot be under 6 months. 


@ Milutee (infant tea) labels in 
Serbia recommend it for use as 
of one week. The label shows a 
baby picture and is mostly in Ger- 
man, with only partial translation 
on a sticker. 


e A glossy Milupa 
brochure for doc- 
tors in the Sudan 
calls Aptamil 
“the first invest- 
ment for a childs 
future” and pro- 
motes “An Apta- 
mil for Every 
Step” :Aptamil 
Start, Aptamil 1 
and 2.> 


@ The inside of Aptamil Pre boxes in Latvia advertises 
Aptamil 1. 


@ In Tanzania, Milupa 7 Cereals labels recommend 
use from four months and claim: “The recipe con- 
tains pre-biotics which are naturally occurring nu- 
trients similar to those found in breastmilk.” 


e@ In Ghana, a Milupa poster for its wheat & fruits ce- 
real shows a baby with a bunch of fruits on its head 


* Aptamil 1 and Milumil 1 labels in Lithuania have no 
important notices, no mention of the superiority of 
breastfeeding, and no statement that the product should 
be used only on the advice of a health worker, yet 
space is found for graphics to attract mothers. 


and has the caption “Milupa cereals as natural as 
nature intended”. The product is recommended for 
use from 4 months. ¥ 


Hirlupa Gereals, as ‘Natural as ‘Nefure Yatence 
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Akira Ono 


Chairman and CEO 

Morinaga Milk Industry Co., Ltd. 
33-1 Shiba 5-chome, Minato-ku 
Tokyo 108-8384, Japan 

Tel: +81 3 3798 0152 

Fax: +81 3 3798 0107 

URL: www.morinagamilk.co.jp 


FORMULA: 

Hagukumi, Chirumiru Ayumi, 
Morinaga 1, Morinaga 2, Morinaga 
BF, Morinaga BMT, Morinaga NL33, 
Chilmil. 


OTHER PRODUCTS: 
Morinaga Bottled Baby Water. 


LOGOS & 
Morinaga’s logo, in some countries 
still a cow’s head, is now supposed to 
change into a cherub holding the 
letter “M’”, except in Japan where the 
logo consists of a simple but stylised 
“M” associated with the company s 
wide range of food products. 


in China, Morinaga uses cartoon drawings of 
elephants on its labels and promotional materials. 
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L stablished in 1917 as Nippon Rennyu, the company was reorganised 

| as Morinaga Milk Industry Company in 1949. Morinaga produces 
mainly dairy products and beverages. It also manufactures agricultural 
equipment and pharmaceuticals, but food and dairy products accounted 
for 94% of the company’s revenues in 2002. 


Morinaga manufactures formula under a 1994 joint venture agreement 
with Mitsui and Harbin Dairy in China. A chemical license agreement in 
Indonesia appears to continue but is now with Kalbe Farma since Sari 
Husada was bought up by Nutricia. 


Morinaga Nutritional Foods Deutschland manufactures probiotic 
cultures (such as Bifido bacteria and Lactobacillus bacteria), Lactulose 
(isomerized lactose = prebiotic), Lactoferrin (multi-functional dairy 


protein) and protein hydrolysates. Many of these go into infant 
formulas. 


In an effort to build a stronger brand, a 

new corporate image has been forged in 

2003 with the creation of a strange- 

looking ‘cherub’. ® 


Sponsorship in Japan of TV pro- 
grammes and commercials with the 
new logo started in April 2003. 
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e A leaflet about Morinaga 1, 2 and 3 in 
supermarkets in China shows the same 
baby elephant used on the formula la- 
bels. The leaflet compares Morinaga 
formulas to mother’s milk.» 


® Morinaga uses posters, shelf-talkers and leaflets to promote its products 
in China. Promoters are sent to shops and discounts are common. 


@ In Japan a leaflet announces a lucky draw for 
45,600 customers of Morinaga powdered milks 
or baby foods. Prizes include gift cards of up to 
100,000 yen for 300 winners and a small can of 
powdered milk for 12,000 others. 4 
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@ Kalbe Farma, Morinaga’s distributor in Indo- 
nesia, uses special displays and shelf-talkers, 
gives samples and offers discounts to promote 
sales at shopping complexes, where represen- 
tatives promote Chil Mil follow-up formula 
through direct contact and leaflets. 
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§ (1994) urges an end to free or 


WHA Resolution F7, 
: all parts of the health 


subsidised donations O} products to 
care system 

> Article 5.2 an 
giving samples and gifts to mothers 


1 5.4 of the Code prohibit companies from 


e Morinaga donates unsolicited supplies of Morinaga 
BMT to health facilities in Indonesia and health work- 
ers give them to mothers as free samples. 


e In Indonesian health facilities, company representa- 
tives obtain mothers’ contact information through mid- 
wives and call mothers directly to promote Morinaga 
BMT and other company products. 


@ Morinaga promotional materials are distributed in health 
facilities in China and Indonesia. 


@ Morinaga gives baby cots with the company name 
printed on it to health facilities in Indonesia. 


dhs pratt? Be 
morinage 


> Article 9 of the Code requires labels to 
NOT discourage breastfeeding and to 


inform about the correct use of the 
product and the risk of misuse. 


@ Morinaga’s Hagukumi infant for- 
mula labels in Japan have a cartoon 
drawing of a baby and idealise the 
product by comparing it to 
breastmilk. ¢ 


@ The Morinaga BF label in China states that “the 
product is like healthy breastmilk”. 


@ In Indonesia the Chil Mil label shows a baby with a 
bottle and claims the product contains DHA and vita- 
mins for brain development and growth. 


on "Misleading text and pictures — 
Pty.” which violate the Code 


> Article 4.2 requires all information material to advocate 
for breastfeeding and not contain pictures or text which 
idealises the use of breastmil} substitutes 

> or health professionals, Article 7.2 of the Code only allows 


woduct inforn 
/ ormation which is factual and scientific 


e A leaflet for Morinaga Baby Water in Japan en- 
courages bottle feeding, recommending that it be used 
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to prepare infant formula. It 
says Baby Water “does not 
break down the mineral bal- 
ance of formula milk and is 
therefore ideal for preparing 
formula” .» 


A cartoon baby appeals: 
“Mom, make our milk with 
‘Baby Water’, please!” 


e An advertisement in a maternity and child health 
monthly newsletter for health workers in Japan, pro- 
motes Hagukumi formula by stating “A lot of things 
we learned from breastmilk”. 


e In Japan, a maternity health handbook contains an 
advertisement for Morinaga’s Hagukumi together 
with a packshot and the formula’s website at: 


www.hagukumi.ne.jp 
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e A leaflet in Japan compares 
Morinaga’s Chirumiru 
Ayumi follow-up formula 
(for use from nine months) 
with breastmilk, saying that 
like breastmilk, it contains 
lactoferrin to help build resis- 
tance to disease. 4 


@ In Japan a Morinaga leaflet creates fears and confu- 
sion in mothers’ minds, warning: “If you feed cow 
milk, which contains less iron, instead of breastmilk 
or powdered milk, the risk of iron anaemia will 
increase ... It might stunt your baby’s physical and 
mental development.” It also says: “If you are 
breastfeeding, it is recommended to continue 
breastfeeding and start feeding follow-up milk 
around nine months because iron intake is likely 
to be deficient around this period.” 
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Nestle 


Peter Brabeck-Letmathe 
CEO 

Nestlé S.A. 

Avenue Nestlé 55 

CH-1800 Vevey, Switzerland 
Tel: +41 21 9242111 

Fax: +41 21 924 2813 
Website: www.nestle.com 


Products include: 


FORMULA: 

Aletemil, Alfaré, AL110, Carnation 
Alsoy, Carnation Follow-up Soy, 
Alprem, Aletemil HA, Bear Brand, 
Beba, Beba HA, Beba Pre, Beba 
Sensitive, Carnation Good Start, 
Carnation Follow-Up, Lactogen, 
Guigoz, Nan, Nan AR, Nan HA, Nan 
Soya, Pre Nan, Nestogen, Nidal, 
Nidina and Pelargon. 


COMPLEMENTARY FOODS: 

Alete, Alete HA Brei, Baby Menu, 
Cerelac, Nestlé Cereal, Nestlé CHE, 
Nestlé Legumes, Nestlé Bubur Susu, 
Nestlé Rice, Nestum, Nestlé Prima 
Infanzia. 


Logos & Icons: 


Nestlé'’s trademark family of birds 
have been fattened up and have now 
become an icon on formula labels 


and gift items. 
«  ) | 
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Another new icon, Blue Bear, has 
invaded hospitals and shops around 
the world. Blue Bear is conspicuous 
on all promotion for complementary 
foods and has become an instantly 
recognisable mascot even without the 
company name. 
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\\ estlé claims to be the world's largest and most diversified food 
company, marketing its products in almost ey ery country in the 
world. It has grown in the Americas and in Europe, mainly by buy ing up 
smaller food companies, by joint ventures and take-overs. In 1985 Nestle 
acquired Carnation to win a share of the lucrative US baby food market. 
Later it bought the Wyeth division of baby foods in Canada. 


In Asia, there are fewer companies to take over but Nestlé expects to grow 
faster on its own steam. At a press meeting in 2003, Nestlé pointed to the 
2.4 billion consumers in China and India combined and said it counted on 
China to become the company's biggest market. Indonesia with 220 
million people is a big third in Nestlé's planning. 


In terms of product development, Nestlé was quick to have seen the 
potential growth of 'functional' foods compared to ‘normal’ foods. 
“Functional food”, Nestlé researchers say, “provides a specific health or 
performance benefit over that of consuming a normal healthy diet” (sic). 
Its market grows at about 9% per year, versus 2% for ‘normal’ food. 
Instead of creating new brands, Nestlé has been adding a claimed health 
benefit to existing products and portrays those benefits through branded 
active ingredients or ‘logos’ such as “Prebio 1” or “Omega Plus”, 
“Comfort Proteins” and “Bifidus”’. 


In consumer reports, shareholder publications and in reports to the WHO, 
Nestlé claims to abide by the International Code. Evidence in this report 
once again shows otherwise. The consumer Boycott of Nestlé products 
continues in some 20 countries aiming to force the company to fulfill its 
pledge to comply with the Code. As a first step, Boycott organisers have 
asked Nestlé to accept that the Code and Resolutions are minimum 
requirements for all countries. The company refuses to do so. 


In 1999 the UK Advertising Standards Authority ruled against Nestle's 
claim that it markets infant formula 'ethically and responsibly’. In 2000 
the company refused to attend a European Parliament hearing into its 
marketing of baby foods. In January 2004, the UK Trading Standards 
Office asked retailers to stop displaying and selling US parenting 
magazines containing advertisements for infant formula, including 
Nestlé brands. 


Nestle's interpretation of the Code restricts the scope to infant formula 
and follow-on formula by the same brand name. Even under this very 
limited interpretation, Nestle ‘breaks the rules’ as demonstrated by 
evidence in this report. See Section 1. 


Where national measures are inadequate or have expired, as is the 
case in Armenia and Thailand, Nestle and other companies are quick to 
return to aggressive and competitive marketing tactics, including free 
formula supplies to hospitals, samples for mothers, media advertising and 
seducing health workers with gifts. They only abide by the Code 
grudgingly when forced. 


In September 2001, Nestle claimed it supported the WHO Sept n a 
dation of exclusive breastfeeding for six months and would “change 
labels of complementary foods, including infant cereals and jarred baby 
foods currently marketed between 4 and 6 months” in more than 150 


“developing countries.” 


Violations by Nestle have been divided into two sections: 
Formulas and Complementary foods. 
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1994. the World Health Assembly p 
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safe and adequate amoun 
before the age of six months and th 


Because there was little action, in 


foods are not marketed for or use | 
‘the Assembly issued another recommendation on 


nounced that it would comply. 


In April 2003 the company announced that it had “completed l 
" During their general monitoring, 


six-month recommendation 
dations of all companies and 


It is hoped that Nestlé will aband 
sality of the Code and subsequen 
decisive leadership role. 


However, at the end of 2003, Nestle gave a large grant to the 
cost of sending the AAP 2004 Pediatric Nutrition Handboo ; T 
reverses AAP's 2000 endorsement of "six months exclusive breastfeeding" by going back to the old “4 to 6 months. 
> The Handbook mentions “4 to 6 months” several times but has only one footnote to say that the AAP Section on 


Breastfeeding favours the 6-month recommendation. Double standards once again? 


ovelusive breastfeeding 
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- been concerned about the | 
eee ling for action on "fostering appropriate complementary 
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ts of local foods." This means that complemen 
at local foods can be an adequate comp 


1996 the World Health As 
d in ways that undermine exc 


sembly repeated its call and urged that “complementary 
lusive and sustained breastfeeding". Finally, in 2001 
"six months" and only then Nestle, as the market leader, an- 


abel changes on complementary foods to follow the 
IBFAN observers have checked the age recommen- 


provide evidence that the change promised by Nestle finally occurred in many coun- 
tries but not in all. See Section 2 for continuing violations. 


on its double standard and apply the change in all countries, reflecting the univer- 
t Resolutions. Other companies would have to follow suit if Nestlé continues a 


American Academy of Pediatrics (AAP) to pay for the 
k for free to over 50,000 doctors. The Handbook 
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ion of products which encourage early weaning. In 


_.. and frequent feeding with 
tary foods should not be promoted for use 
lement to sustained breastfeeding. - 


Section 1 — Promotion of formulas 


Promotion to the public 


> Article 5.1 of the Code prohibits advertising and all 
other forms of promotion of products under the scope of 
the Code. 

> Article 5.2 and 5.4 of the Code prohibit companies 
from giving samples and gifts to mothers. 


e In Argentina, a Nestlé 
distributor uses the Internet 
(www.etoledo.com.ar) to 
promote sales of Nan 1 and 
2, Nidina and Nestlé 
cereals. The text includes ; 50 
an idealising statement 
which claims Nan 2 is a oe 20 
“maternalised milk”. » 
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Leche Polvo Maternizada 


@ Nestlé gives free samples of Nan 1 in Bulgaria. 


@ A magazine ad in Lithuania pro- 
moting Nan 2 shows an infant § 


hand reaching for support from an Agen. 
adult. > . 


@ In Switzerland, an advertisement 
Baby Nutrition from Nestlé in a 
supermarket magazine promotes 
Beba 2 and other products and 
States that parent: 


% he assured 
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“that their child gets, at any step of his 


development, the nutrition precisely correspon- 
dent to his needs. From milk formulas to the deli- 
cious little complete menus...”. There is a picture 
of a happy mother and child. 


A parent’s magazine in Luxembourg advertises Beba 
Sensitive special formula with the claim that “Beba 
is nearly lactose free and suitable for infants who 
are sensitive to lactose” |—ii=eswan 

and the product gives “the 
safe feeling to make the 
right choice.” 


A French magazine ad says 
“Nidal Bifidus 2 thanks 
mothers for being the 
model” thereby equating 
its formula to mother’s 
nike 8 8» §8 $>—_—_ 


+ Necquilitwe de sen Toe eens a 


Nestlé maintains a US web site: verybestbaby.com 
@ It promotes Good Start formula with the slogan “/t'’s 


the Good Start that will last a lifetime.” 


The baby formulas section claims its Good Start 
“Comfort Proteins” are gentle on a baby’s tummy 
and are “patterned after breastmilk” containing the 
“recommended levels of fat, carbohydrates, vita- 
mins and minerals for baby’s first year.” 
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The section on “Choosing a Formula For Your Baby” 
idealises bottle feeding by suggesting that “bottle feed- 
ing offers another opportunity for you and other fam- 
ily members to comfort your baby”. The section ends 
with a promotional message “When choosing a rou- 
tine formula for your newborn, consider iron-forti- 
fied Nestlé Good Start Supreme DHA & ARA” 


@ Nan 2 is promoted as 
Royal feeding in a 
clever ad in Kinderen 
magazine, Netherlands. 
“Royal feeding” in 
Dutch “Vorstvoeding” is 
only one letter away 
from Borstvoeding 
(breastfeeding). The ad 
appeared one month 
after the birth of a \ SSESzs Meine 
princess in the Royal —— 
Dutch family. > 
N.B.-Like in other EU 
countries, the Dutch law is 
weaker than the International Code and allows for advertising in 
publications specialising in babycare. The International Code does 
NOT permit this. Nestlé’s own Instructions forbid promotion of 


follow-up formula when the brand name is the same as the infant 
formula name. 


UKOMAIION 


Vorstvoeding. 


The ad says “you don’t need to be a 
successor to the throne to be fed ina 
princely way.” “Nestle. For all little 
princes and princesses.” 


@ In an amazing flyer obtained on a city bus in Gaborone, 
Botswana, Nestle violates every article of the Code 
by showing that it does not! V 


—  oLsnTOn 


No Tie-In Sales or 
Special Offers 


No Competitions 


ee liaremativee phoawe inetnt Newt ( 


mney Sey stews To 


* Upon complaint, Nestlé claims that these leaflets were used to 
“educate their distributors and salespeople in South Africa.” 


@ In Thailand, Nestlé gives out samples like Lactogen 
1 and Nan 1 to mothers at home. Samples of Bear 
Brand follow-up formula are given to mothers in an 
introduction scheme where mothers are asked to pro- 
vide their friends’ contact information to Nestle. 


_IBFAN -- International Baby Food Action Network 


NesTLe 


> Article 5.3 of the Code bans promotional 
retail level, 


devi eS at the 


@ In Armenia, there 
are special displays 
of Nan. Posters of 
the blue bear logo 
have the slogan 
“Start with the 
best.” » 


TOUNTION 


@ In Malaysia, Nan 
2 sold out quickly 
when promoted as 
a special offer. > 

e@ Nestle promotes owen os 
Nan HA 1 and 
Nan 1 by organi- 
sing special sales in 
Taiwan. > 


@ In Indonesia, a dis- 
play of Nan products 
is prominently set up 
near the entrance of 
a shop in Solo. 


@ Nestlé sends sales reps to shops and supermarkets in 
Fuzhou, Nanjing and Wuhan in China to promote Nan 
and Lactogen. 


e Fortnightly, Nestlé representatives leave promotional 
materials on Nan products at a pharmacy in San 
Cristobal in the Dominican Republic. Employees re- 
ceive free samples for themselves and to pass on to 
customers. — 


© In Indonesia, Nestlé promotes Lactogen and Nan 
through salespeople in pharmacies in Gowa and 
Sidoardjo. It also offers discounts to customers buy- 
ing Nan 1 in shops in Surabaya. 


@ In Thailand, Nestlé gives out samples of products like 
Lactogen 1 and Nan 1 to mothers in shops. 


e A supermarket maga- 
zine in Switzerland 
promotes a range of 
Nestlé formulas and 
complementary foods 
such as Beba 2 and 
Beba 2 HA and jarred 


foods all recom- 
mended as suitable from tvur months. A 


Nestle 
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Promotion in health facilities: 


crore 
samples and supplies : 


§ (1994) urges an end to free or 


> WHA Resolution 47. , 
lucts to all parts of the health 


subsidised donations of prot 


care system. 


e Inthe Chinese provinces Fujian, Nanjing and Jiangsu, 
Nestlé donates unsolicited infant formula Nan 1 to 


hospitals including Baby Friendly ones. 
e In Argentina, mothers receive free samples of Nan 
Soya in health facilities. 
; . Lita 
e In Armenia, two 450 g tins of 
Alfaré hypo-allergenic for- 
mula marked “sample for pro- 
fessional evaluation” are rou- 
tinely given to each patient in a re- 
suscitation unit. Doctors fill up re- 
quest forms but no evaluation is 
conducted. > 


@ In the Dominican Republic, Nestlé representatives 
provide free infant formula for display in clinics which 
the paediatricians will then prescribe to mothers. In 
one clinic, mothers received Nan 1 infant formula from 
nursing staff in the perinatal room and also Lactogen, 
Nestogen and Nestlé Cereals elsewhere. 


@ In Peru, Nestlé offers supplies of Nan. 


@ In Indonesia, Nestlé is reported to have donated sup- 
plies of Nan 1 and Lactogen 1, either: 
“> unsolicited 
“> or upon request of health workers 
“ or as a sale without collecting payment 
“ or at a hefty discount. 


@ The company also 
distributes samples 
of Nan 1 and 
Lactogen 1 to 
mothers through 
Indonesian mid- 
wives. Nestlé reps 
then call on new 
mothers at home to 
enquire whether 
they are still giving 
their babies Nestlé 
products. > 


New mother with Lactogen 1 sample in 
Indonesia 


In Thailand, 


@ Nestle provides health facilities with free supplies of 


Lactogen 1, Nan 1, Nan HA and Bear Brand fol- 
low-up milk. > 
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@ it actively promotes Nan 1 and Lactogen 1 to preg- 
nant women and mothers in health facilities; mothers 
are given samples purportedly to ‘help them save 
money.’ 


@ it distributes 
Lactogen 1 
and Nan 1 
and gift packs 
through 
obstetricians, 
paediatricians, 
nurses and 
general 
health 
workers who pass 
them on to mothers. > 
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@ it recommends the use of its products by distributing 
promotional materials and samples, offers services and 
gifts such as special classes on infant feeding and video 
tapes on pre-natal care such as “Guide for expect- 
ant mother” to promote company loyalty among 
women at a time when they are making infant feeding 
decisions. 


@ it persuades pregnant women and mothers to fill in 
forms with their contact information and expected de- 
livery date so that specific product promotion can be 
mailed out at appropriate stages. Health facilities are 
asked to distribute samples and sign-up sheets to 
mothers. 


> Article 7.3 provides that there should be no financial or 
material inducement, to promote products. 


@ In Colombia, Costa Rica and the Dominican Republic, 
gifts such as mouse pads, diaries, clocks, prescription 
pads and stationeries, all with the Nestlé name and 
logo, are distributed to health workers. 


@ In Germany, Nestlé provides health workers with in- 
formation records used for the transfer of newborns 
during emergencies. The Alete brand logo appears 
at the bottom of the sheet with the slogan “A// the 
best for your child”. 
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> 


distributes 
“Love my mom” 


baby suits to poly- 

.s The Nestlé 
clinics and Blue Bear 
maternities. > mascet is 

, positioned in 

@ Promotional leaf- \ ~ncel ate 
that the 

letson Nanmaredis- «4 "slogan reads 

‘ j - i 2 of “I love my 
tributed to polyclin- “Nestlé mom” 
ics and then passed on 
to mothers. 

@ Nestlé distributes prescription 


forms to doctors in clinics in 
Armenia. The prescriptions — ves 
are given to mothers to take z 
to pharmacies where they pur- 
chase whatever Nestlé prod- = 

uct is prescribed. Doctors _ 2 NDE 
then get a commission, report- i 
edly about 10% of the sale. >» 


A similar scheme is said to be 
operating in Bulgaria where 
the commission is said to be 7%. 


@ In Indonesia, 
Nestlé distrib- 
utes posters, 
diaries, calen- 
dars, stationery 
and materials on 
infant a and Nestlé desk calendar implying medical 
nutrition tO _— endorsement 
health facilities 
which are displayed in waiting rooms, nurseries and 
doctors’ offices. Many of these materials contain pro- 
motional pictures and text for products such as Nan 
and Lactogen. Nestlé also provides gifts for distri- 
bution to mothers. Gifts vary depending on which class 
mothers are warded in. 


o> 
NUTRITION 


NUTRITION 
@ Nestlé in Nigeria gives 
out notepads to health 
workers. Each page 
reminds them of the 
Nestlé name and logo 
with a caption promoting 
the company as “...the 
experts in nutrition.” ® 


@ In Serbia and Montenegro, Nestlé distributes table cal- 
endars as gifts to health workers. 


e Nestlé wall clocks are displayed in a South African 
health facility. 
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NESTLE 


© Nestlé distributes many gifts to health workers in Thai- 


land which feature the company name with and with- 
out the logo of the ‘fattened birds’ — organisers, book- 
lets and growth charts, pregnancy cycle cards, candles, 
paper holders, toys, bags and pens. ¥ 
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ann, 
Gifts to == 
health mf te 
workers in 
Thailand 


@ In the UAE, Nestlé distributes every year expensive 
desk and pocket diaries to health workers. ¥ 


The inside pages of the 2004 diaries promote Nan 1, Nan 2, Cerelac 
and Neslac in the UAE 


@ In Venezuela, Nestlé distributes aprons with the com- 


pany name and logo to nurses and other workers in 
paediatric wards. ¥ 


Venezuela 


Nestlé apron worn by a health worker ir 


and 


Labelling — : , 


requires labels to NOT discourage 


& irticle 9 of the ¢ ‘ode ; 
he correct use of the 


breastfeeding and to inform about t 


product and the risk of misuse. 


In most developing countries, Nestlé’s formula labels 
comply with the Code to a large extent although they use 
small print for the required warnings. Several, however, 
do violate Article 9 by comparing the product to breastmilk 
and by using idealising statements such as: 


@ In China, Nan 1 labels say 
“Choose quality food, choose 
Nestlé” and claim that the 
product is close to breastmilk. 
Nan 1 is idealised by the claim 
that its low phosphorous content 
helps calcium absorption and 
promotes the growth of Bifidus 
bacteria. > 


@ The Nan label in Finland claims that it “can be used 
from birth as an addition to breastmilk or to sub- 
stitute it” and that the “amino acid composition of 
the product has been renewed...able to reduce the 
amount of protein which is now closer to the pro- 
tein level of breastmilk”. 


@ In Mexico, Nestlé’s Nan 2 label and in Peru Nan 1 
claim the product have “new improved protein effi- 
ciency from start.” 


e In South Africa, the Lactogen 1 label suggests the 
product has the same benefits as breastmilk with the 
claim that it "has all vitamins and minerals required 
by an infant for growth and development." 


e@ The Pelargon label in Tanzania promotes its higher 
acidic content as being able to aid digestion. 


Nestlé occasionally fails to comply with the local lan- 
guage requirement on infant formula labels. In some 
cases, there is inaccurate translation. For example: 


In Armenia, 


@ the Alfaré label has instructions in 13 languages and 
translation is inconsistent. For example the statement: 
“Semi-elemental formula with low osmotic activ- 
ity” in Russian reads as “‘semi-elemental formula 
with low asthmatic activity” in Armenian. 


@ Translation is also inconsistent on the Nestogen label. 
In Russian, there is a statement that breastmilk is the 
ideal nutrition for a “newborn”, meaning a baby be- 


low one month, while in Armenian breastmilk is said 
to be ideal for a “hahby”’ 
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e Labels on Pre Nan, Nan Hypoallergenic 1, and 
Pelargon in South Africa are only in English without 
the local languages as required by the Code. 


e Nestle’s Nan 1 label in Zimbabwe which originates 
from South Africa is not in the two main local lan- 
guages which are chiShona and isiNdebele. 


e Nan and Nestogen 
products in Armenia 
and Georgia carry im- 
ages of a large feeding 
bottle on the label, thus 
promoting the culture of 
bottle-feeding. (bottles 
on labels are only al- 
lowed for illustrating the 
method of preparation). 


> Article 4.2 requires all information material to advocate 
for breastfeeding and not contain pictures or text which 
idealises the use of breastmilk substitutes. 

» For health professionals, Article 7.2 of the Code only allows 
product information which is factual and scientific. 


Most Nestlé materials are marked ‘for the medical pro- 
fession”’ but they fail to meet the criteria set down under 
Articles 4.2 and & 7.2 The following are examples of 
materials which fail to meet the mark and are often sup- 
plied in bulk and thus made freely available to mothers. 


Argentina 


e Advertisements in professional 
journals and leaflets promote 
Nan as “the most complete, 
balanced and safe range of 
infant formulas” and “... clos- 
est to mothers milk, at lowest 
price”, “nutritive and natural 
as your love” and “the most 
economic starter formula”’.» 


Booklets and brochures for doctors proclaim that 
breastmilk is best for babies and the warnings about 
the hazards of bottle feeding are there 
— in tiny print! — so legally, Nestlé 
complies with the Code. In practice, 
promotion dominates by far. 


e@ A Nan 2 promotion “Nutritionally 
superior to cows milk” while 
Nan HA says “Infant formula 
which prevents allergy”.» 
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At a paediatric congress, a Nestlé poster and an ad- 
vertisement in a scientific journal both claim (liquid) 
Nan is “The most intelligent choice when it is nec- 
essary to replace breastmilk; so intelligent that it 
even prepares itself.” 


CO SuSthze ty ono 
Tan MRONGENIE, gue haste ne eee 
we 


“My first CD” with songs from The 
Beatles and sounds of laughter of little 
babies. This CD was distributed at the 
Argentinean Paediatrics Congress. Inside 
the case is a coupon to request info 
about Nestle’s products for babies. 


Huge packshots dominate 
the congress. > 


Armenia 


@ A leaflet found in a paediatric hospital claims Nan is a 
fully adapted infant formula and is close to human milk 
in content and digestibility. 


@ Nan leaflets — Nan: New with improved quality of 
proteins and Nestlé Nan Acidophilic - distributed to 
health workers at a Nestlé conference make broad 
claims comparing the product with breastmilk and com- 
pare the growth of the breastfed child with one who 1s 
fed new Nan. There are statements which claim that 
Nan promotes formation of bones, brain development 
and visual acuity. 


Promotion for health workers in Armenia 
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> A Nestle Nutrition booklet in Russian promotes the 
full range of Nestlé infant formula. Nestogen, Nan, 
Alsoy, Alprem and Alfaré with a summary of micro 
and macronutrients added to the products making them 
closer to breastmilk, closer to nature and fully replac- 
ing breastmilk. 


Botswana 


@ An 8-page book- 
let found in a 
Botswanan hos- 
pital proclaims 
that “Growing 
up is Thirsty 
Work” and pro- 
motes Lactogen 
1 “for the hun- 
gry full term in- 
fant” and Lactogen 2 as “specifically adapted to 
the needs of infants on complementary food” and 
“high in bioavailable iron.” 


Warnings on back page in small print 


e A leaflet 37°C in the shade claims that by using 
Pelargon “diarrhoea and its side effects are coun- 
teracted”’ but fails to explain the risks involved in ar- 
tificial feeding where water is unsafe. 


China 


e A leaflet in a Chinese mater- 
nity ward, Nan healthy 
baby, the future will be even 
brighter claims that Nan 1 is 
the only formula that is low in 
phosphorus and closest to 
breastmilk. The background is 
similar to a Nan label. > 


e Another Chinese leaflet with a similar picture asks 
“Why the Nan baby’s bottom is not red?” Two of 
the babies suffer red bottoms but the one fed on Nan 
does not, implying that Nan 2 with Bifidus can pre- 
vent sore bottoms. 


e An advertisement in a professional journal promotes 
Lactogen 1 and Lactogen 2 
by showing a colourful 
sketch of children playing 
accompanied by the slogan 
“Look! More and More 
Lactogen Babies Grow 
Healthily and Happily’. 
The advertisement claims 
that Lactogen is the leading 
brand in China and uses 
advanced technology in its 
manufacture. ¥ (see page 60) 
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gan ‘the natural 
smell of milk and 
DHA content makes 
your baby healthy 
and smarter.” The 
same slogan also ap- 
pears on a Nana 
leaflet. Nestlé denies it portrays bottle feeding as 
equivalent to breastfeeding and explains instead that 
DHA oxidises easily and can develop a fish off-taste 
and that Nestlé’s manufacturing 
process ensures the natural taste of 


milk is preserved. * 


e A Nan leaflet proclaims that 
“raising an intelligent child is 
no longer an impossible 
dream” with Nan 1 and Nan 2 
and that the Bifidus in Nan makes 
“excellent baby”. * P 


Dominican Republic 


e A Nan leaflet in the waiting room of a paediatric clinic 
says that “the best infant formulas have a compo- 
sition qualitatively and quantitatively adapted to 
human milk”; “New Nan — optimum calcium phos- 
phorus ratio ... in quantities closer to human milk” 


e A booklet “Nucleotides in infant nutrition” given to 
mothers in clinics states that “Nan 1 starter formula 
has added nutrients to cover the needs of the new- 
born, among them nucleotides”. The booklet pro- 
motes Nan 1 as equivalent to breastmilk. 


@ Nan 1 booklet Jmportance of adequate protein in- 
gestion found in clinics bears the message - 
“Breastmilk: high quality protein; Nan 1: the ap- 
propriate alternative”. There are tables comparing 
Nan 1 composition to that of breastmilk. It claims 
that the stool patterns of babies fed on Nan 1 are 
similar to those fed on breastmilk. 


@ A magazine advertisement for Nidina follow-up for- 
mula says “Give him all the protection he needs” 


and uses a baby picture to promote the use of Nidina 
as of four months. 


Georgia 


eA Nan leaflet found in a doctor’s office claims that its 
protein, carbohydrate, amino acid and mineral com- 
ponents are close to mother’s milk. 


~ pursuant to complaints made to Nestlé China on the 


materials marked ¥ on this i 
i } WS page ana on ge 5 
Mee wifitien or amend es theron, page 59, the company agreed to 
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e Leaflets promoting Nestogen infant formula featur- 
ing a packshot of the product and a huge bottle and 
teat are found in health facilities, 
shops and pharmacies. 


e In Finland, a brochure aimed at 
health care professionals compares 
Nan baby formula to breastmilk. > 

Ww 

Germany 


e Booklets distributed to health workers at a perinatal 
conference in Berlin have many phrases discouraging 
breastfeeding or equating Nestlé products to 
breastmilk. For example — 

- abooklet titled Allergen-Low Infant Nutrition with 
Alete displays a healthy infant on the front page 
with the motto “All the best for your child”. 


- booklet for parents has advertisements for 
Aletemil HA 1 & 2 and has the Alete slogan 
“All the best for your child”. There is a state- 
ment claiming that “Babies need allergen-low 
nutrition to prevent allergies. If there is not 
enough breastmilk, Aletemil HA is ... the 
proven alternative from birth.” 


- A booklet for parents — “Jntensive care unit for 
infants — advice for parents” advertises Alete 
HA Brei and features the Alete slogan “All the 
best for your child”. Complementary feeding 1s 
suggested to start as early as four months. 

- A daily nutrition booklet meant for parents rec- 
ommends the use of Alete complementary foods 
from the fifth month and baby teas from the sec- 
ond week of life. 

- A Beba booklet claims that it can solve infant 
colic with its low lactose content. 


- A Beba Pre leaflet titled 
“Nestlé Beba Pre even 
nearer to the natural model” ULOWATLON 


equates Beba to breastmilk. 
It also claims to contain 
proteins “even closer now to 
mother s milk.” 


- A Beba Pre booklet uses phrases like “... his- 
tory of life-saving Nestlé products” to catch 
the attention and confidence of the reader. Text 
like “Beba Pre contains nucleotides modelled 
on breastmilk” attempts to equate bottle feed- 
ing with breastfeeding. 


@ In Ghana, Nestlé reps persuade health workers of a 
baby-friendly hospital to accept Lactogen 1 and 2 
promotional leaflets on the grounds that HIV+ mothers, 
orphans, mentally sick or caesarean mothers 


International Baby Food Actic 


Breaking the Rules, Stretching the Rules 2004 


would need it. The 
front of the leaflet 
shows packshots of 
Lactogen 1 and 2, 
while under Lacto- 
gen | it says “the 
right choice” and 
under Lactogen 2, 
“Two feeds of Lactogen 2 a day provides the daily 
protection needs of the infant”. 


@A booklet titled / am 
Breastfeeding my Baby is 
endorsed with the statement 
that it is “Educational ma- 
terials for mothers for dis- 
tribution by health profes- 
sionals only. Presented 
with compliments of Nestlé.  \\\\\\\) 
” It contains misleading in- 
formation on breastfeeding > 
and was stopped from circulation by Ghanaian au- 
thorities in June 2003 after complaints by health work- 
ers. In March 2004, the booklet, purportedly revised, 
is back in circulation but still has misleading informa- 
tion particularly on positioning and attachment. 


@ A six-page brochure— 


Nan I — The New Standard: "Nests 

Closer to the reference — NAN1 

in Ghana is portrayed as sci- The New Standard: 
entific and factual infor- ign a 
mation for health WoL 


Nan as having “a protein 
content equivalent to the 
mean density of mature 
breastmilk and an in- = 
creased protein quality closer to the nutrient com 
position of human milk.” 


professionals. It promotes NAN 


e A leaflet found in a super- 
market in Arkhangelsk, Rus- 
sia promotes Nestogen and 
idealises the use of formula NESTOGEN. 
with a large bottle printed on tft forme TT) UNOL 
the front and back of the leaf- 
let. Packshots of five other 
products are shown — Nan, 
Alprem, AL110, Alsoy and 
Alfaré. » 


@ A poster displayed in a pharmacy in South Africa — 
“The Lactogen range, the specialty range and in- 
troducing the range of Nan” — shows a row of Lac- 
togen and Nan products. 
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® A Nan booklet found in a doctor’s 


office in Serbia promotes its lactose- 
free formula by implying medical 
endorsement of the product with a 
nurse’s cap and a stethoscope 
‘worn’ by a Nan tin. > 


Another Serbian brochure entitled 
Nan 2 Follow-Up for Older In- 
fants shows a beautiful picture of a 
baby’s hand clutching an adult’s fin- 
ger together with the Blue Bear 
mascot on a label of Nan 2. It could 
symbolise bonding. It also equates 
bottle feeding to breastfeeding by 
stating that “Nan is the first 
choice at the right moment”. » 


Thailand 


@ A Nan 1 brochure claims to have “new improved pro- 


tein efficiency” and starts with the statement that 
“breastmilk is best” with a page showing the face of a 
baby next to another page showing the mother’s breast. 
The leaflet opens up to symbolically separate the baby 
from the breast with a picture of Nan 1 and the state- 
ment that “Nan I is closer now than ever ...”’ 


<4 When closed, leaflet seems to 
promote breastfeeding ... 


When opened, a different 
story unfolds! >» 


A Nan 1 brochure found in a Thai hospital claims the 
product “gives valuable nutrients which have com- 
plete benefits for baby from birth to one year. j It 
also equates the product with breastmilk by claiming 
that “the amino acid profile of Nan I is close to 
breastmilk and is suitable for the best growth”. The 
brochure uses the picture of a lovely healthy baby with 
the caption “add value with quality protein... ”. 


A brochure Protect your baby from allergy shows a 
picture of a healthy looking baby with a happy family. 
The brochure states that if a mother 1s not able to 
breastfeed, the risk of allergy in the baby will increase 
and the alternative would be to use Nan HA formula 


which is similar to breastm Ik. 
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a hospital promote Nan HA 

“Protect your be- 
“Nan HA: for 
haby...there’s no risk involved.” All claim to de- 
crease the risk of allergies in a child because of small 
molecules of proteins which ease digestion and ab- 
sorption like breastmilk. A statement boldly equates 
Nan HA to breastmilk by stating that “Jf mother can- 
not breastfeed, risk of allergy will be increased. 
The other choice is hypoallergenic formula (HA) 
which is similar to breastmilk. ” 


under different siogans such as 


loved haby from allergy 


e A leaflet given out at a perinatal conference offers 
free membership of Nestlé’s Dear Mom Club which 
comes with the promise of programmes for mother 
and child and free gifts. 


e A Nan 2 brochure, part of a set called F ull of Love 
from Mother s Breast claims that it contains Bifidus 
BL which promotes body resistance and prevents in- 
fection the same way as in breastfed children. An- 
other brochure in this set promotes Nan HA as simi- 
lar to breastmilk with a statement “Breastfed baby 
and/or Nan HA fed baby can reduce the incidence 
of skin allergy”. It idealises Nan HA with a picture 
of a healthy baby. 


e A leaflet on Nan HA, Nan 1 and Nan 2 with a healthy 
baby picture idealises the use of the products with the 
caption “Complete nutrition for healthy growth and 
development ”. 


‘i nestle Complete Nutrition for healthy 
eae growth and development 


Nee 
Nestle Advanced ny 
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e Numerous copies of a leaflet found in a waiting room 


of a community health centre in Trinidad and 
Tobago describe the “unique characteristics ” of 
Nestlé’s soy-based Carnation Alsoy - “nutrition- 
ally complete”’and Carnation Follow-up Soy - 
“slightly sweeter taste than soy starter which in- 
creases compliance in infants”. Carnation Good 
Start is “designed to keep the osmolality similar 
to breastmilk” producing “stool consistency simi- 
lar to breastfed infants””and Carnation Follow-up 
is “ enriched with vitamins and minerals for healthy 
growth and development. i 


In the UAE, a brochure 
for Guigoz 1 and Guigoz 
2 for the medical profes- 
sion specifically targets 
mothers in the Middle 
East with claims that the 
improved formula ad- 
dresses mother’s worries 
regarding a list of com- eS ae 
il t . | di Contrary to what the picture shows, 
mon aliments inclu ing women in the Middle East do not 
“fever, Co ughs and _ Sleep in their head-dress. Guigoz 
satay ee claims credit for the peaceful scene 
colds, colic and baby of both mother and baby sound 
not developing normally: asleep (and far apart). 
weight, walking and 
talking, etc., baby not sleeping well”. 


Comfort for baby, 
peace of mind for mother. 


a 


A leaflet on Nestlé Carnation Follow-up formula in 
Trinidad and Tobago claims that the product is a “nu- 
tritionally complete baby formula specially formu- 
lated for babies 4 months of age and older to ensure 
active babies’ needs for calcium” and although 
“starter formulas are adequate for the first year, 
...Follow-up provides extra nutrition insurance ’. 
“Priced to save parents up to 20% compared to 
Enfamil (Mead Johnson) and Similac (Abbott-Ross) ", 
it “helps promote the continued use of an iron-forti- 


fied formula throughout the first year of life”. 


Nestlé promotes Lactogen 1 
by distributing a four-page 

card leaflet in health facilities AD} mt 
in Vietnam. This leaflet has = 
packshots of Lactogen 1 with 
‘rays’ emanating 
from a can and 
arching towards 
the baby’s brain, 
bones and body 
implying the 
product is bene- 
ficial to the baby’s 
growth and deve- 
lopment. 
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Section 2 - Complementary foods promoted 
as breastmilk substitutes 


In September 2001, Nestlé announced its support for 
_ Resolution WHA 54.2 (2001) which recommends 
exclusive breastfeeding for six months. The company 
promised to change its labels in more than 150 
developing countries although the Code and 
_ Subsequent resolutions apply universally, Nestlé’s 
initiative, however was welcomed as it showed 
goodwill and leadership over other companies which 
so far have ignored the need for label change. 


This section shows, unfortunately, that Nestlé was slow 
to fulfill its promises. Monitors in a dozen countries 
still found many labels and ads with the four-month 
recommendations which undermine exclusive 
_ breastfeeding. The evidence recorded here is based 
_ only on reports after Nestlé’s April 2003 announcement 
_ that it had “completed the change.” 

For reasons of space, we are not reporting on the 
great number of pre-April 2003 violations of 
complementary foods promoted as breastmilk 
substitutes. 


Promotion to the public 


Another magazine advertisement shows a toddler and 
a whole range of eight Nestlé foods: three are rec- 
ommended from four months and a partially hidden 
one is labelled from three months. (June 2003) 


In China, label changes 
took effect mid-2003. Even 
so, in August 2003, an 
advertisement in a scien- 
tific journal shows 15 very 
young babies (below six 
months) competing in a A... 
global baby competition co I 
and with the winner being ry u 
a baby fed on cereals under 
the Nestlé Nutrition Plan. 


IMO 


sunny ang eM 


OL 


Nestle 


Upon complaint, Nestlé China argues that it is allowed to ad- 
vertise to health professionals (companies are only allowed to 
provide factual and scientific information) but agrees neverthe- 
less not to continue with the ad. 


In Hong Kong 


Blue Bear 


> Article 5.1 of the Code prohibits advertising and all other 


: Bey stickers with 
forms of promotion of products under the scope of the Code. 


packshots of 


> Article 5.2 and 5.4 of the Code prohibit companies from “Infant Cereal 


giving samples and gijts to mothers. Rice” and 
“Infant Cereal 
e In Argentina, Nestlé promotes ena seman Milk” both 
ae of aa a aa. VOWATION = labelled for 
mentary foo oug . use from four 
(www.etoledo.com.ar). Nestlé ‘ months 


purees are promoted as suitable 
for use as of four months and 
Nestlé cereals do not have any +=§ —————————4 
age recommendation. (30 Oct 2003) 


Alimento Colado de Pollo con Verdura Baby 
Nestum 


132 rs 
$3.39 x unided 


In shops in Botswana, Nestum cereals labelled from 
four months are sold at a discount and advertised in 
weekly special sales flyers as newspaper inserts, hand- 
outs in stores, to homes and on the streets. (Aug 2003). 
By Jan. 2004, Nestlé cereals in Botswana were still 
labelled at four months. 


In Bulgaria 


e An advertisement in a 
magazine shows a happy 
couple with their baby on a 
beach with a pack shot of 
Baby Menu recommended 
for use from four months 
(April 2003). 


onwards are 
distributed at the Hong 
Kong Baby Products Expo (Aug. 2003). 


Coupons with an attached application form to join 
the Nestlé Caring BB World are found in Hong Kong. 
Upon submission of the form, a free bib bearing the 
name of the baby is given as a gift. Cereals in Hong 
Kong are marketed for use at four months (Aug. 


2003). V 
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ig entitled The Nestle Nutrition 
Vew Improved Formulation of 
‘from “Stage 1” (from four 


2) ' ~ ~~ vo. 
Plan DrOmore 


Nestlé Infant ¢ ereals 


‘so that your baby always gets the right 
nt of development”. The 
h a bowl of cereal. 


months) ¢ 
nutrition at the right mome 
Blue Bear mascot is featured wit 


(July 2003) ¥ 
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e Nestlé set up a stall at a Baby/Children Products Expo 
in Hong Kong to give out coupons which indicate that 
products are sold at special prices at the exhibition. 
When mothers fill in forms attached to the coupons 
they may select to receive samples of Nestlé Cereal 
recommended for use from four months or Neslac 
growing up milk. (Aug. 2003) 


e A community service bill- 
board in Indonesia reminds 
mothers to send their babies 
to the community health 
centre and at the same time, 
advertises Nestlé milk por- 
ridge at four months with 
the slogan “Growing Mo- 
ments, Nestle Moments ”’. 
(April 2003) > 


e A 24-page booklet delivered 
to Italian homes presents 
Nestlé ready-to-use comple- 
mentary foods many of which 
are recommended from four 
months (April 2003). > 


= Sy by 


SS rouse 
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NUTRITION 


e In Italy, Nestlé sends out gift 
boxes of Nestlé Cereals or 
Nestlé Prima Infanzia 
purees by mail to mothers. 
These gift boxes contain a 

\ “Dear Mom” \etter emphasising 

4 the need to start baby on 

~ complementary foods, either 

a: cereals or purees, 
as of four months. 

The letter fails to 

mention the 

importance and 
benefits of exclu- 

Sive and sustained 

breastfeeding. 

The gift pack also 
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contains a discount booklet with eight coupons 
worth a total of €4. (April 2003) 


In pharmacies in Milan, Italy, Nestlé aggressively pro- 
motes their Nestlé Prima Infanzia products through 
the use of special displays, piles of promotional ma- 
terials which encourage the use of the products as of 
four months, special occasion leaflets, special sales, 
discounts and shelf-talkers. (June 2003) 


A Lithuanian magazine ad 
offers a free pair of Nestlé 
Blue Bear socks in ex- 
change for a Blue Bear cut 
out from Nestlé cereal 
boxes. Some of the prod- 
ucts are recommended 
from four months onwards. 
(April 2003) >» 


In Malaysia, 


Free sample of Nestlé Rice Cereal recommends the 
products as suitable for use as of four months of age. 
(Nov. 2003) 


Shelf talkers promote Nestlé 
Rice Cereal in supermarkets 
with the slogan “Nestlé Baby 
Cereal, weaning babies for 
generations.” Label indicates 
four months. (April 2003) > 


In Serbia, 


e An advertisement in a Serbian magazine recommends 


e A leaflet headed 


weaning with Nestlé Rice Cereals from four months. 
(July 2003) 


sNestle 


Zasto kompromis 


had je wpitenjt trav 
rast Wabeg detcta? aps 


“Nestlé: Why com- 
promise when 

it’s the question of 
baby’s growth?” 
found in a Serbian 
shop advertises 
complementary foods 
from four months 
with packshots of jarred 
foods and a picture of 
the Blue Bear carrying a si 
sign with a big ‘4’ on 
red background. 
(July 2003) >» 


A magazine advertisement for cereals with the same 
slogan induces mothers to submit their particulars 
on coupons which entitle them to receive free bibs 
from Nestlé. (July 2003) 
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e A Nestum Blue Bear leaflet from 
Trinidad and Tobago talks about 
introducing cereals from six 
months but one of the packshot 
labels has a four-month recom- 
mendation. (Nov. 2003) > 


In Serbia where cereals are 
labelled for four months, a 
pharmacy gives out Blue 
Bear car stickers to mothers. 


> WHA Resolution 47.5 (1994) urges an end to free or 
subsidised donations of products to all parts of the health 
care system. 


e In the Dominican Republic, mothers receive free 
samples of Nestlé Cereals in health facilities 
(July 2003). 


e In Indonesia, Nestlé put up 
a signboard for a maternity 
in Indonesia which fea- 
tures the names of Nestlé 
and the Cerelac brand at 
the entrance of a health fa- 


—<oe cility (April 2003). 


Ye 


e A prescription pad in a United 
Arab Emirates hospital shows 
pack shots with check boxes and 
recommends cereals and other 
complementary foods from four 
months (Nov. 2003).» 
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> WHA Resolution 54.2 (2001) advises exclusive 
breastfeeding for 6 months which means that the recommended 
age for use of complementary, foods cannot be under 6 months. 


¢ Nestlé Prima Infanzia puree label in Italy recom- 
mends it for babies from the age of four months, 


IBFAN ~- International Baby Food Action Network 


NesTLeé 


before complementary foods are necessary. Nestlé’s 
Blue Bear features on different types of puree. Nestlé 
non-milk cereal label advises that “milk feeding, 
preferably with breastmilk should continue as long 
as possible” but recommends the product for babies 
from four months. (April 2003) 


e¢ Nestlé CHE 
cereals in China 

ast _ are recom- 

| ' iE mended for four 
ioe  —_= 4 months and 

ae j show a large 
baby picture on 
label. (May 
2003) 


MOU NTAON 


In Malawi, the Nestum label carries the age recom- 
mendation of four months. (July 2003) 


Nestlé’s infant juice labels in Switzerland recommend 
the product for babies from four months. There is a 
special coupon on the label for collection of “bear 
points” in exchange for special offers. (July 2003) 


In Vietnam, 
Nestlé fruit 
purées are 
labelled as 
suitable for 
use from 
four months. 
Text on the 
carton is in 
French but 

a sticker in 
Vietnamese pasted over the bottle’s label shows 
only the composition of the product. 

(Oct. 2003) 


Similarly, Nestlé 
fruit purée 
label in 
Indonesia is 
packed ina 
cardboard 
carton with 
mainly 
French and 
English texts. Worse, the . 
cardboard packaging recommends use from six 
months but the bottles inside the packaging have 
labels which recommend four months. (Aug. 2003) 


| 
| 
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The Blue Bear masco 
maternity and paediatric war 


complementary foods early. Severa 


Promotion in healthcare facilities 


Nestlé gives out ball-point pens with the 

Nestlé name and the Blue Bear mascot to 

health workers in Armenia. The Blue 

Bear icon promotes Nestleé’s 

cereal products. 
> 


Many maternity 
and paediatric 
hospitals in 
China have 
notice boards on 
infant care and 
feeding. Those 
sponsored by 
Nestlé sport 
conspicuous 
Blue Bears. > 
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The ubiquitous Blue Bear in a variety of poses 
adorn boards like this in Chinese hospitals 


Unsuspecting health 
professionals in China 
were glad to use sheet 
after sheet of Blue 
Bear stickers on 
paediatric doors and 
neonatal walls totally 
unaware that these 
decorations were 
clever advertise- > 
ments for comple- 
mentary foods 
which their little 
patients would not 
need for at least six 
months or never. 
(WHO recommends 
home-made comple- 
mentary foods out of 
local ingredients). 


Blue Bear stickers cover the 
entire glass door to a 
neonatal ward. 


t for Nestlé’s complementary foods is 
ds to promote brand recognition and tempt parents to introduce 


e In Malaysia, Nestlé distrib- 
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quickly finding its way into neonatal, 


l ads address new mothers. 
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UAE hospitals 
receive three- 
dimensional 
embossed Blue 
Bear calendars. 


Nestlé distributes large Cerelac calendars to health facilit 
in the UAE and Russia where Blue Bear features as a 
common denominator. Various packshots promote product 
Cerelac is described as "a spoonful of love.” 


e Free 15gm sachets of infant cereals r 
ommended for use from four months 
at the reception of a clinic in Malay: 
There is no limit to the amount that : 

< be taken by patients. Nestlé represer 
tives also visit antenatal classes and « 
tribute door gifts comprising samf 
and pamphlets of Nestlé Cereals. 


EE ll 
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A card “An Invitation to all New Mothers” found in a 
Singaporean clinic offers mothers to enrol in Nestlé’s Infant 


Nutrition Plan; it requires contact information of mother and 
baby’s birth details. 


It promises a free sample upon enrolment and >» WiNeats Secon 
promotes Nestlé products including four mm/s deren wm 
cereals recommended for = wee 
four months. —_ ae 


Home Tei/@% Old 
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e Found in a doctors cabi- 
net in Georgia, a guide 
for mothers shows pic- 
tures of an infant being 
spoon-fed and a mother 
bottle-feeding her baby. 
Blue Bear wearing a bib 


by mail. The magazine < reminds her of Nestlé ce- 
advertises its website reals. The text discour- 


4 which showsabannerof | Ay "ages breastfeeding 
Nestlé baby services and = OUANON : 
Blue Bear links to eee 
Nestlé’s website. | 


e Nestlé gives mothers an 
introductory copy of 
Nestlé Baby News 
magazine in maternities in 
Switzerland and sends 
updates and promotions 


7 


“If you cant breastfeed 
your baby, use specialised 
infant feeding products, 
which are very close to 
breastmilk.” 


Nestlé Baby News website (top) 


e A leaflet distributed at a paediatric confer- 
ence in Lithuania promotes the use of all 
Nestlé products except for infant formula. 
Many Blue Bear cereals, purées and juices 

4 are recommended from four months. 
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Jan Bennink 

Chairman and CEO 

Royal NUMICON.V. 
Rokkeveenseweg 49 

2712 PJ Zoetermeer 

The Netherlands 

Tel: +31 79 353 9000 

Fax: +31 79 353 9620 
Website: www.numico.com 


FORMULA: 

Nutricia—Nutrilon, Nutrilon Premium, 
Nutrilon LF, Nutrilon Soya, Nutrilon 
AR, Nenatal, Nutriben, Nutricia Soya, 
Nutriprem, Bebelac, Bebelac EC, 
Kissing My Baby, Malish, Malutka, 
Nutricia Infacare, Vital Infantil, KAS 
1000, L-K Infantil, Bago Prematura. 


Cow & GatE—Cow & Gate Premium, 
Cow & Gate Follow-On, Cow & Gate 
Step-Up, Cow & Gate Next Step, Cow & 
Gate 2 Plus, Omneo Comfort. 


Sari Husapa—SGW, Vitalac. 


COMPLEMENTARY FOODS: 
Cow & Gate jar foods, Cereal Nutricia, 
Creme Nutricia, Nutrix, Bambix, SGM. 


NUTRICIA 


\\ utricia, the largest Dutch baby food manufacturer, belongs to the 
Royal NUMICO holding company ( 1998) coined after Nutricia, 
the mother company, Milupa, a German baby food manufacturer 
(bought in 1995) and Cow & Gate, acquired by Nutricia in 1981. The 
range of Bebelac products (formerly by Lyempf) are now marketed 
under the Nutricia label. This report looks at all companies under . 
NUMICO, except for Milupa which is analysed separately as it sticks 
to its own brand names and promotional schemes. 


Debt burdened NUMICO has been undergoing a restructuring drive, 
after an expensive adventure into the North American vitamin 
business. Divestment activities saw the sale (at a huge loss) of its 
nutritional supplements subsidiaries, GNC (US), and Vitamex 
(Sweden). NUMICO now intends to once again focus on baby food 
and clinical nutrition in order to become a “high-growth, high- 
margin specialised nutrition company ” It offloaded Nutricia India, 
described as a ‘low-margin start-up dairy and baby food operation’ 
which saw losses in the first half of 2003 and also discontinued 
Mococa dairy production in Brazil. 


Hoping to save costs on its baby food production in Western Europe, 
NUMICO plans to reduce its plants from 16 to 9 by 2005. The 
company wants to take advantage of Poland’s entry into the 
European Union by tripling production at its Polish plant. Nutricia 
Polska already exports 30% of its production to non-EU countries 
but will now increase exports into the EU. 


Net sales in the baby food sector increased by 5.6% in 2003 to 
€1,016 million. The market grew especially in the UK, Ireland and 
Belgium. The growth outside Europe was even stronger, some 12% 
with Russia, Turkey and Indonesia being the top buyers. Most of the 
growth, production-wise, was in formula (7%) while cereals and 
jarred food only increased by 3%. In 2003, Nutricia Belgium was 
forced to recall over 100,000 bottles of Olvarit baby food when 
shards of glass were found in a bottle. 


In February 2004, IBFAN was alerted to a commercial campaign by 
Nutricia in China. The campaign, due to start in March, intended to 
give away 50,000 CDs with famous children’s songs in order to 

entice mothers to buy Nutricia baby formula. Nutricia’s Director in 
China said: (with these CDs)... “we have gold in our hands”. 
IBFAN-ICDC launched a protest as the scheme was a clear violation 
of the Code as well as the Chinese law. Nutricia promised to modify 
the campaign “to comply with the Code” and at the time BTR goes to 
press, the CD campaign remains suspended. 


NUMICO claims to abide by the International Code and has issued 
“Guiding Principles for the Marketing of Infant Formula”. 
Unfortunately these Principles only govern the marketing of “starter 
infant formula”. This is clearly in contradiction of the scope of the 
Code which encompasses “all breastmilk substitutes”. The Guiding 
Principles also fall short of other minimum requirements set by the 
Code and fails to pay any attention to subsequent World Health 
Assembly Resolutions which enjoy the same status as the Code. 
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Breaking the Rules, Stretching the Rules 2004 


® Article 5.1 of the Code prohibits advertising and all othe) 
porms of promotion of products under the scope of the Code 
® Article 5.2 and 5.4 of the Code prohibit companies from 
Biving samples and gifts to mothers 


@ In Botswana, a store flyer distributed to homes, shops, 
motorists and pedestrians and as newspaper inserts 
offers discounts for Nutricia Infacare products. 


@ In China, a magazine ad- 
vertisement — “Are you 
sure your baby will be ex- 
cellent?” — shows 3 rab- 
bits on a race track with | 
rabbit way ahead imply- 
ing that excellence is due 
to added DHA and fruc 
tose, reasons for mother to 
choose Kissing My Baby, a sata 
by Nutricia.» -—— 


MA bila SSH ALD? 


@ An advertisement in a Chi- 
nese magazine shows a 
baby and the slogan ‘“‘Kiss- 
ing my baby, giving more 
confidence” and pack 
shots of Kissing My Baby 
Follow-up formula. At 
the bottom of the ad is a 
form to join the ‘Kissing 
My Baby’ club. 


= raent 

———— 
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: NuTRICIA 


@ In Indonesia, company representative in shops claim 


Nutrilon can provide the same nutrients as breastmilk. 


help the baby gain weight and promote the increase 
of brain cells. r 


Mothers in Indonesia in- 
tending to return to work re- 
ceive samples of Nutrilon ° 
Premium 1, Créme Nutri- SANUS = 
cla recommended from 4 
months and leaflets on 
Nutricia Baby Club.» 


In China, Nutricia encourages sales of its products 
with tie-in sales and offers towels with purchases. 


Cow & Gate Follow-on is advertised on the Hong 
Kong TVB Jade Channel. 


In Ghana, special placards for Cow & Gate Cereals, 
recommended for infants as of 4 months are seen in 
many shops. : 


@ Nutricia gives out leaflets in shops in Curagao about 
formula products Nenatal, Nutrilon 1 and 2, Omneo, 
Nutrilon Lactose Free, Nutrilon Soya 1 and Soya 
Plus 2. Other leaflets contain information on 3 dif- 
ferent types of Nutricia cereals: Cereal Nutricia, 
Créme Nutricia and Nutrix; all recommended from 
4 months. 


@ Also in Curacao, Nutricia offers new mothers a free 
“Happy Baby Box” which a can obtain +a pre- 
senting and stamping their a 
baby’s birth certificate at 
the distributor’s office. 
The box contains a pack- 
age of Nutrilon Follow- 
on (6-12 months), Cereal 
Nutricia (four months) 
Créme Nutricia (four 
months) and gifts, such as 
a toy bear and a spoon 
bearing the Nutricia name. 
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Ghana: Poster with two adorable babies shows Cow & Gate brand name and 
the Nutricia logo to promote brand recognition. The company also offers 
“Buy 3 get 1 free” promotions for Cow & Gate Cereals for four-month old 


infants. 


@ In Indonesia, Sari Husada promotes its SGM 1 for- 
mula with special displays and shelf-talkers in super- 


markets. Congratulations ~ 
va NUTRI ICIA a 

@ Also in Indonesia, Nutricia sets tod ba pda nnn cla 

up special displays at strategic |") 

places in supermarkets for ween 

products such as Bebelac, Sewn rn 

Nutrilon, Nutrilon Premium ir 

and offers gifts with purchases. a 


ayumi > ' 

@ The Parenthood magazine in 
Malaysia advertises Creme 
Nutricia recommended for 
4-8 months. 


e Anad for Créme Nutricia in the 
daily Star newspaper in Malay- 
sia: “Perfect balance’. 


Breaking the Rules, Stretching ne Kules £0" 


e Cow & Gate Step-Up and 
Next Step formulas (3 for Z 
promotion) are advertised in a 
supermarket in-house maga- 
zine (UK). » 


— 
ee mg Sa a le ly et 


ind | : il o1Tts sown snd sane oo ea somes naam 


in the giraffe! (Malay- 


sian supermarket flyer). 


e In the Netherlands, 
Nutricia took advantage 
of the birth of a Dutch 
princess to offer special 
gifts: all babies born on 
the same date (7 Dec 
2003) received a gift 
pack including comple- 
mentary food for 8 
month-olds. Purchase of 10 Nutricia products (ex- 
cluding infant formula) allowed for a free gift of 
royal orange baby slippers. 


e Cow & Gate takes out 
advertorials in the UK Baby 
& You magazine which pur- 
port to give weaning advice 
but actually promote its new 
range of baby drinks pro- 
moted from 4 months. 


e A tie-in-sale in the UK encourages mothers to buy 
three Cow & Gate formulas (including Premium 1 
and 2 Plus) and get one free. 


Phismay not hea bpd re oe iad SUE e Another advertorial in the UK Mother & Baby maga- 

i t e 4 
oo agri ey zine appears as a Q&A from a mother but actually 
®) Bebelac promotes Cow & Gate’s Omneo Comfort which is 


claimed to be “specially formulated for babies with 
sensitive digestive systems.” The article shows a pack 
shot of the product and asks the reader to enter into a 
draw to win ‘comfort packs’ — which includes a baby 
sleeping bag and cuddle robe. 


@ The UK parent’s website — www.ukparents.co.uk — 
contains a link to www.readymilk.co.uk/uk2shop.htm 
- which advertises pre-made Cow & Gate Premium 
formula in sterilised disposable bottles with the head- 
ing “Making feeding easy — Ready Milk”. 


e Early weaning advo- e@ Bebelac poster in 
cated on this leaflet for Serbian shop promotes 
mothers in Serbia: formula. An ad with the . Thi 
“Bebelac cereals for the same picture is seen in Drones eine igiag.. a 
first non-milk feeding at a magazine in Bosnia & drinks ae ae 
4 months.” & Herzegovina. A your baby Jo 2a Janeane 


flavours, helping them to ex- 
pand their repertoire of 
tastes from an early age. 
Suitable for babies from 4 
months...”. 4 


@ In the UK: four 
Cow & Gate 
baby jar foods 
for the price of 
three. The jars 
are labelled 
from 4 months. 


>» WHA Resolution 47.5 (1994) urges an end to free or 
@ A shelf talker in a subsidised donations of products to all parts of the health 
UK shop offers care System 


> Article 7.4 allows samples to health workers-only for 


< “New lower price”. . 
research purposes. Health workers may not pass on samples. 


Temporary discounts 


ard promote © Health facilities in the Dominican Republic display 
follow-on iniieneee items, which carry the Nutrilon, Nutricia Soya and 
breastmilk substitutes. Nutriben brand names, in waiting rooms, paediatric 


wards and on office shelves. 
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@ Nutricia distributes unsolicited supplies of Nutrilon 
to health facilities in the Dominican Republic which 
are subsequently distributed to mothers. Nutricia pre- 
sents gifts of calendars, and blocks of notepads to 
health workers, all of which contains either the 
Bebelac 1 or Nutrilon brand names and the company 
name and logo. 


@ In Argentina, Nutricia Bago provides unsolicited sup- 
plies of Kas 1000, L-K Infantil and Nutrilon Soya 
to health facilities. Health workers pass them on the 
mothers as free samples. 


Diarrhoea in infants ... 


@ A leaflet — “Diarrhoea in infants” — 
found at a clinic in Curacao (Carib- 
bean) claims that “Nutricia Infant 
Formulae are complete: they closely 
resemble breastmilk, not only com- 
position, but also in absorption 
characteristics.” 4 


e@ A maternity 


clinic in 
Curacao << 


distributes > ; isl 
Créme Nutricia a 
brochures which promote rice porridge 
from 4 months. The same facility gives 
out Nutricia bookmarks with colourful 
pack shots of 7 different brands of 
Nutricia formulas. > 


@ Nutricia delivers Christmas hampers as 
gifts to a clinic in Curagao. The com- 
pany also supplies the clinic and a hos- 
pital in Curagao with free formula. 


NUTRICIA 
Leaders in special 


cialised nutrition 


@ Gift for mothers in Curagao: 
baby passports have the 
Nutricia company logo and the 
slogan “Nutricia Baby Feed- 
ing Specialists”. The state- 
ment on the importance of 
breastfeeding is included in a 
separate sheet which will 
easily fall out of the booklet. 


In Indonesia: 


@ Company representatives visit mothers at health fa- 
cilities once or twice a month to promote Nutricia 


products such as Bebelac. 
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@ Nutricia distributes many gifts to health workers such 
as calendars, wall clocks, posters, pens, pencil cases, 
notebooks and growth charts bearing brand names 
such as Bebelae 1 together with the company logo. 
Most of these items are put up on walls or desks where 
there are seen by the public. 


© Nutricia donates unsolicited supplies of Bebelac, 
Bebelac 1, Créme Nutricia, Nutrilon and Nutrilon 
Premium 1 to health facilities. In some cases, sup- 
plies are provided at special discounts or invoices are 
issued but are not followed up with payment collec- 


tions. Elsewhere, Nutricia obligingly supply health 
facilities with Bebelac 


and Nutrilon upon re- 
ceiving requests from 
the facilities. 


@ Nutrilon 1 free sup- 
plies to this maternity 
clinic are passed on to 
mothers after delivery. 


e@ In one clinic, mothers are given free samples of 
Bebelac 1 on discharge. Company representatives 
later telephone mothers to ask whether they are still 
using Bebelac. 


net 


e Baby cot tags and 
patient number cards 
are supplied by 
Nutricia to health 
facilities and bear 
either the Bebelac wE Baby mattresses stamped with the Nutricia 
the Nutrilon brand name are also given. 

name. 


A 
A Bebelac health 
record card 


Health facilities display 
_ clocks, calendars, 
posters and other 

| information advertising 
Nutricia products in 
waiting rooms and on 
health workers’ desks. 
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‘ari Husada frequently do- 
nates gifts such as baby cot 
tags, baby feeding schedules, 
beddings, briefcases, informa- 
tion materials, leaflets, immu- 
nisation tables, growth charts, 
wall clocks, water dispensers, 
posters, notebooks and stick- 
ers to health workers. These 
items carry brand names of 
formulas such as Vitalac 1 or 
2 or SGM. One finds them in waiting rooms, exami- 
nation rooms and in front of delivery rooms. 


ain 
{WU 


e Sari Husada also provides health facilities with unso- 
licited supplies of SGM, SGM 1 and Vitalac 1. These 
are then passed on to mothers. What brand of for- 
mula mothers receive depends on the ward class they 
are in. Mothers in first class wards receive more ex- 
pensive brands. 


| @ Health facilities display 
products such as Nutri- 
lon and Nenatal in 
wards, health worker’s 
offices and, ironically, in 
breastfeeding rooms for 
mothers. € 


e@ In Malaysia, Nutricia 
provides unsolicited MM 
supplies of Bebelac 1 WBe 


Ie 
RUMUSAN KHAS 


and Bebelac EC to pri- 
vate clinics which then 
distribute them as free 
samples.» 


@ In one health facil- 
ity, a Nutricia 
Parents ’Guide on 
Entertaining and 
Educating Young 
Children advertises 
Créme Nutricia 
starting from 4 
months as “the 
perfect balance” 
(back cover). 4 


iy “) Iie ' ; 
The perfect balances _ 
5 EAN \ 


NIKON A es 


@ In Peru, Bago Sancor donates unsolicited supplies 
of Bago Prematura and Sancor Bebe to health fa- 
cilities, including BFHI accredited ones, and moth- 


ers receive free tins of Sancor Bebe from health 
workers. 


12 


Breaking the ee ee eee 


© In Mexico, a poster in a 
health facility shows a 
picture of a baby and 
states “Bebelac, the num- 
ber one for your baby”. 4 


e In Serbia, health facilities 
display posters featuring 
the Bebelac brand.» 


e Health workers in Serbia receive gifts such as desk 
calendars, pens, diaries and notepads featuring the 
Bebelac or Bebelac EC brand names. 


e A Nutricia Infacare poster which says “That special 
closeness” is displayed in South African health fa- 
cilities in reception areas. 


e Nutricia provides 
health professionals 
in the UAE with 
Bebelac and 
Nutrilon prescrip- 
tion pads. These 
show pack shots 
and brand names 
with little check 
boxes for the doctor 
to tick. The flipside of the pads contain more 
promotion and claims such as “Nutricia Prebiotics” 
produces a “bifidogenic effect similar to that of 
breastmilk”. 


e A desktop calendar given to 
health workers in the UAE 
shows a father cradling a 
baby and five pack shots of 
the Bebelac range of formu- 
las with a different colour 
scheme for each month rep- 

r resenting the 

shades of the five different 7 

Bebelac labels. A = 


» Early su 
Ppiement atic 
b Of vegetabic fats an. 


li determine the 
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f 
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e A brochure on Bebelac 1 in 
UAE claims the product has ‘a ets 
unique vegetable fat mix for su- | oh So = 
perior infant development” and TOM : 
that “early supplementation of [Vy ' 
vegetable fats can determine 
the infant's IQ level.’ > 
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> Article 9 of the Code requires labels to NOT discou Ue 
Dreastfeeding and to inform about the correct use of the pro 
duct, the risk of misuse and abide by u 
number of other points 


~ pou 

@ The Vital Infantil 2 follow-up for- 
mula label discourages continued 
breastfeeding by suggesting that as 
of 6 months, babies no longer get 
breastmilk so require a special tran- 
sition milk food “ like this one ...’”’¢ 


@ In Indonesia, Vitalac’s label does not contain a warn- 
ing about the health hazards of inappropriate prepa- 
ration of the formula and that it should only be used 
on a health worker’s advice. 


@ Labels on Malish and 
Malutka in Georgia and 
Malish in Armenia do not 
contain the important 
notice that breastfeeding is 
best nor a warning on the 
health hazards of inappro- 
priate preparation. 


@ The label of Crema Nutricia in Costa Rica indicates 
it is suitable for infants from 4 months. 


@ The Bebelac 1 label in the Dominican Republic and 
Mexico discourages exclusive breastfeeding with a 
statement that the product should be given “when 
breastfeeding is not possible or is insufficient” 


e Nutrilon Soya infant formula advises on its label in 
the Dominican Republic that complementary foods 
should be introduced as of 4 months. Nutrilon 2 in 
Indonesia does the same. 


@ Sari Husada’s SGM 1 label in Indonesia recommends 
complementary feeding as of 4 months and promotes 
the use of its SNM porridge. 


@ In Argentina, the labels of Nutrilon Soya, Nutrilon 
Premium, Kas 1000 and L-K Infantil and Vital 
Infantil 1 do not have a warning about health hazards 

of inappropriate preparation 
and the statement that the 
product should be used only 
on the advice of a health 
worker. 


@ In Italy, the Nutrilon AR 
label shows a large feeding 
bottle and does not have 
a warning on the health 
hazards of inappropriate 
preparation. 4 
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NuTRricia 


@ in Luxembourg, the | ; 
Bambix non-milk cereal! | Bambix 
displays a picture of a |___‘puwtoconsaens 
baby and recommends ey 
the product for “/” age” 
babies. On the back 
panel, it says it is “ideal 
for bottle-feeding from 
four months.” > 


Bebelac * 
; vo = 
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e@ Labels on Infacare 1 in South 
Africa and Tanzania claim it is a 
“...scientifically constituted 
powdered infant formula. It is 
based on analysis of breastmilk 
to support your baby’s healthy 
growth”. The text is only in En- 
glish, not, as required, in the lo- 
cal languages.» 


@ The label of Bebelac 
infant juice in Serbia 
recommends the prod- 
uct for use from 4 
months. € 


trom Sarth te 6 


@ The label on Cow & Gate’s Omneo Comfort in South 
Africa compares the product with breastmilk: “Stools of 
an infant fed with breastmilk are soft and lighter in 
colour” and “when using Omneo Comfort, if changing 
from another formula, you may find that baby’ stool 
become softer and lighter”. The text is only in English. 


» Article 4.2 requires all information material to advocate 
for breastfeeding and not contain pictures or text which 
idealises the use of breastmilk substitutes 

» For health professionals, Article 7.2 of the Code only allows 
product information whi h is factual and scientifi 


\ 


e A Nutrilon booklet 
on prebiotics in 
Argentina makes 
Nutrilon out to be 
similar to breast- 
milk and claims that 
“prebiotics stimulate 


the growth of the 
intestinal flora, predominantly bifidus 
bacteria, promoting no! mal stool consistency ”. 
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aa 
Keseimbangan yang Sempurna 


e “Complete balance begins ‘imulai sevan ei 
here” — an ad in the Indone- . 
sian Ayahbunda magazine pro- 
motes Créme Nutricia begin- 
ning from 4 months.P 


ulricia ZIVeS out mouse pads 
to health workers in Argentina 
containing a Nutricia Bago 
logo and the text “Doctor, you 
see? Both in infant nutrition 
as when you work on your 
computer, | am your best 


support”. 4 


e A Nutricia calendar in an In- 
donesian health facility pro- 
motes products for infants, 
pregnant or lactating moth- 
ers. A picture of a happy infant accompanies the slo- 
gan “Always there at every step of a mother’s and 
baby’s life”. 


e A booklet on Vital Infantil 1, 
showing the same doctor and 
the text “We know you care 
for all kids as if they were 
your own” claims “goodness ii2:Srs: 
of easily digested and ab- a 
sorbed fats, similar to those in breastmilk”. & 


e An Infacare ad in India 
says “Now I can tickle my — 
baby’s taste buds with — 
some great nutrition ”. 


a @ The bulletin of the Argentine 
Perinatal Association shows a 
well known doctor with three 
pack shots of Vital Infantil 1 
and claims the products to be 
“the safest formula that pro- 
vides essential nutrients, eas- 
ily digestible fats, etc...” .4 


e “Nurturing a healthy little 
baby” is how this Nutricia 
leaflet from Hong Kong 
promotes Cow & Gate 
Follow-On 2.4 


@ In Hong Kong, Nutri- 
cia invites mothers to 
join the Cow & Gate 
baby club and receive 
gifts.» 


e Another ad on the 
back of the same pub- 
lication says “Vital 
Infantil 1: the for- 
mula with a strong 
impact on infant feed- 
ing from birth”. The 
Vital bear breaks through a barrier and proclaims that 
“if baby takes this milk, he will also be strong...” & 


e Cow & Gate company representatives give free 
samples of cereals to Ghanaian health workers 


e Also, a Nutriben leaflet in the Dominican Republic 
claims the formula is similar to breastmilk in terms of 
its lipids profile, calorie distribution, carotene and 
taurine content. 


e An Indonesian leaflet on 
Bebelac 1 claims it is as 


Nutricia distributes Nutrilon Omneo leaflets at a sci- 
entific congress in Costa Rica which shows pictures 


of babies and the promotional message “...stools of good as breastmilk and that 
optimal consistence, similar to those of breastfed in- babies fed on the product 
fants” and claims it is a “balanced food in case of will be healthy and bright. 


gastrointestinal troubles ”’. 
| @ A Cow & Gate ad in the Com- 
munity Practitioner in the 
UK invites health profession- 
als to contact them. <4 


A Nutrilon booklet in a Dominican Republic health 
facility says “In many cases, it is recommended to 
replace breastfeeding with bottle feeding, following 
a weekly progression” without 
stating specifically in what situ- 


ation this is required. e Ad in the same journal promotes 
Cow & Gate Premium as “nu- |® 

. eee Ghana, Cow & Gate pre- tritionally complete” with a E 
scription pads recommends “unique calcium : phosphorous Noun 
four cereal products from ratio for healthy bones for life”’ a i’ 
four months. Free samples ... ‘the first choice to promote 
of cereals are given to healthy growth when not | 
health workers. 4 breastfeeding” .» 
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. nic , : f- ounded in 1925, Snow Brand is one of Japan’s major baby milk 


companies. It produces a wide range of products, from dairy to 
alcoholic beverages and livestock feed. Snow does biotech research and 
is reported to have cloned a calf from its mother’s milk. 


Snow uses its company name as a brand name on most of its products, 


a promoting brand recognition every time the company name is used. It 

Kohei Nishi introduced the Smart Baby and Smart Kid Sais beer on 

President and CEO parents’ desire for smart childr 

Snow Brand a 

aor — xu Snow has been involved in a record number of Japan’s food scandals. In 

Tel: +81 3 32262158 2000, thousands suffered food poisoning from Snow Brand milk which 

Fax: +81 332262150 caused a huge public outcry and was Japan’s worst contamination case for 

URL: www.snowbrand.co.jp over 30 years. In 2001 Snow was discovered to have purchased 13.8 
tonnes of Australian beef, repackaged it as Japanese beef and then claimed 
compensation from the Japanese government for having excess beef that 
could not be sold. In 2002 the company admitted fiddling with the expiry 
dates on 760 tonnes of frozen butter. No wonder that many supermarkets 
pulled all Snow products from their shelves. 
In an attempt to regain consumer confidence, Snow is said to have 
joined forces with Nestlé Japan to produce baby foods. In 2002, Snow 
was still in financial trouble and reported to seek additional loans from 

FORMULA: 


ae ett £9. Cana Brand F the Norinchukin Bank. By 2003, the market was ‘up’ again. Snow 
Brand bought Bean Stalk from a pharmaceutical company and was 
Snow Brand F2, Snow Brand F Plus, ; send 
Mead PIL Beta. Smart Baby 1 doing well selling Bean Stalk Pocar baby isotonic drinks. Clever 
a marketing convinces mothers that their babies need such re-hydration 


rt Baby 2. ; kale 
pe drinks to replace electrolytes lost during perspiration! 


Snow products and materials bear 
the same Snow logo. Bunny and Bear 
icons appear on labels of some 


7 ; Wall poster cl 
products and promotional materials. er clock 


@ Snow gives health workers in Thai- 
land gifts such as clocks, calendars, 
pens and notepads featuring the Snow 
Brand company and brand name.» 


e Health facilities in Thailand dis- 
play Snow Brand posters and 
other promotional materials. 4 


e In Thailand Snow donates sup- 
plies of Snow Brand P7L Beta 
to health facilities, both on re- 
quest and unsolicited. 


ceeks direct contact with 
mothers at health facilities in That- 
land to recommend Snow Brand 
products and to give samples and 
gifts. Typical = 

gift pouches 

contain a tin 
of Snow 
Brand P7L 
Beta, a baby’s 
bonnet, and a booklet titled 7 in- 
teresting topics for your be- Hama 
loved child, reinforcing the “7” A 
in the brand name. 


b\? VV 


e Snow gives health workers in 
Thailand sign-up sheets to dis- 
tribute among mothers, en- 
abling the company to contact 
them directly with future 
promotions. 4 


@ Company representatives in 
Thailand give health workers 
Snow Brand F and Snow 
Brand P7L Beta samples that 
are passed on to mothers. 


doasouazriosla 
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> Article 7.3 provides that there 
should be no financial or material 
inducement, to promote products 
within the scope of the Code. 


e@ Snow gives cash grants to 
health facilities in Thailand and 
pushes its products and promo- 
tional materials at professional 
meetings.» 


Promotion to the public 


> Article 5.1 of the Code prohibits advertising and all other 
forms of promotion of products under the s« ope of the Code 


> Article 5.3 of the Code hans promotional devices at 
the retail level, 


@ In Hong Kong a discount on Snow’s 
Smart Baby 2 is advertised in the 
local Ming Pao newspaper. 4 


@ In Thailand Snow provides shops 
with baby gloves and baby socks 


to give out when customers buy 
Snow products. 
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» Article 4.2 requires all information material to advocaté 
for breastfeeding and not contain pictures or text which 
idealises the use of breastmilk substitutes. 

» For health professionals, Article 7.2 of the Code only allows 
product information which is factual and scientific. 


TONDO! 
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e Promotional materials in 
Thailand compare Snow 
products to breastmilk, such 
as this booklet that claims the 
composition of Snow Brand 
P7L Beta is based on re- 
search on the breastmilk of 
Japanese mothers. Another 
booklet compares its ratio of 
omega 3 and 6 with that of 
breastmilk.» 


‘J @ Several brochures in 
| Thailand claim Snow 
Brand P7L Beta en- 
courages good bowel 
movements with the addi- 
tion of oligosaccharide. 
This example tells mothers 
“Don t let your baby get 
constipation” and shows 
a packshot of Snow Brand 
P7L Beta.< 


alu sus ud extutundsduentuautioeonee 


e@ Promotional materials in Thailand contain messages 
that undermine breastfeeding like “when formula 
is necessary”, “when a mother cannot breastfeed” 
and advice on supplementing breastfeeding with 
bottle feeding. 


e@ Bad advice in a booklet entitled Hello Baby in Thai- 
land claims that weight gain slows when baby is one 
month old and mothers should know that their milk is 
not enough and start giving formula. 


e A leaflet in Hong Kong features on the front page the 
cartoon teddy bears from Snow’s Smart Baby 1 la- 
bel and the slo- 
gan “Especially 
for newborn”. It 
also shows a 
packshot and a 
mother and baby 
and outlines the 
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product’s nutrient prota 
composition. 
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Wyeth 


Robert Essner 

Chairman, President and CEO 
Wyeth (American Home Products) 
P O Box 8616, Philadelphia 

PA 19101, USA 

Tel: +1 610902 4100 

Fax: +1 610688 6228 

URL: www. wyeth.com 


FORMULA: 

S-26, S-26 Gold, S-26 Promil, S-26 
Promil Gold, S-26 HA, SMA, SMA 1, 
SMA White, SMA Gold, SMA Wysoy, 
Infasoy, Promil, Promil Gold, 
Progress, Progress Gold. Store 
Brands: Baby basics, CVS, Home Best, 
Healthy Baby, Kozy Kids, Hill Country 
Fare, HEB, Little Ones, Parents 
Choice, Safeway Select, Walgreen s. 


Wyeth promotion in Asia and South 
Africa uses cartoon carrots, wearing 
baby booties and gloves, and cropping 
up in advertisements, printed materials, 
on clocks and signboards. The carrots 
seem to have taken over from Wyeth’ 
cartoon babies which used to dominate 
advertisements. 


7 


&* & e 
Added fatty-acids are projected ; 


as health benefits. 


IBFAN -- International Baby Food Action Network 
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i) yeth started as a small drugstore around 1860 in Philadelphia, 
USA. As Wyeth Laboratories, it later became the first to 


“advance manufacture’ frequently prescribed medicines in bulk. In 
1931, American Home Products (AHP) bought the rights to Wyeth, 
which had been bequeathed to Harvard University. 


SMA is said to be the first commercial ‘infant formula’, produced in 
1921, By 1933, Wyeth introduced Beta-carotene in formula (brand 
designers returned to the carrot-image in the next century) In 1961, the 
company launched its whey-dominant infant formula, S-26, claiming it 
was close to breastmilk. Promil started in 1981, as the first ‘follow-up 
milk’ (6 months — | year) in North America. It was followed by 
Progress (1 year to 4 years) in 1993. 


While S-26 was doing well in export markets, competition was tough in 
the US where Mead-Johnson and Abbott Ross control 86% of the 
national market. To undercut the two giants, Wyeth went into “store 
brands”. These are formulas produced for large supermarket chains 
who apply their own label and sell the formula for up to 40% less than 
the established Enfamil and Similac brands. 


Wyeth produces and markets formulas in more than 100 countries. Its 
subsidiary in the UK was renamed SMA Nutrition, mixing company and 
brand names. All of Wyeth’s major brands: SMA, S-26, Promil and 
Progress tout a “Gold” line with claims that added fatty acids promote 
brain development, immunity and growth. They also use the catch 
phrase: “Never so close to breastmilk”. 


Like most of the other large companies, Wyeth has cashed in on the 
presumed benefits of adding LCPUFAs (long chain polyunsaturated 
fatty acids) to its formulas. A prominent feature of its promotion are 
pictures of babies (and carrots) wearing a mortarboard, signifying 
intelligence and academic excellence following intake of DHA and AA, 
the fatty acids Wyeth has added to its formulas. Recent studies have 
shown that these claims are bogus and Mead Johnson has already been 
forced to withdraw them in Canada. 


In August 2001, Wyeth recalled SMA Gold and White formulas in the 
UK after a severe case of infant botulism was linked to contaminated 
SMA Gold. While the recall was widely publicized in the UK and 
Ireland, the same batch of formula had also been distributed in Sri 
Lanka, Thailand, Ghana and Nigeria and it is not clear whether the 
public in those countries was alerted. Then, in December 2002, Wyeth 
recalled 1 million tins of both milk and soy-based formulas expiring in 
2005, after FDA found Enterobacter Sakazakii in samples it tested. 
Another 500,000 tins of the same batch (all destined for US store 
brands) had not yet left the factory in Vermont, USA. 


In July 2003, SMA Nutrition, the UK subsidiary of Wyeth, was found 
guilty by the Birmingham Magistrates Court on six separate counts of 
illegal advertising and ordered to pay £60,000 in fines and costs. In 
arriving at a guilty verdict on all six summonses, the judge said that the 
company has deliberately “crossed the line” in an effort to advertise 
directly to a vulnerable section of society. The initial charges were 
brought by the Trading Standards Department of Birmingham C ity 
following complaints by mothers who felt that SMA’s advertising broke 


the UK Law as well as the International Code. 
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e In Argentina, Wyeth advertises S-26 via the radio. 


e In Botswana, store flyers advertising discounts for S-26 
are put into newspapers and distributed as junk mail. 


e Posters, shelf-talkers and leaflets promote Wyeth prod- 
ucts in shops in China.The “Wyeth Golden Star” 1s a 
contest for babies who have been fed S-26 for more 


than 6 months. 


Front of contest leaflet. 


Flipside of contest leaflet. 


e In China, company reps visit shops to promote S-26. 


@ Baby nappies, napkins, toy bricks and picture books 
are given with purchases of S-26 in China. 


@ InChina, Wyeth mails promotional materials and news- 
etvers to 
mothers. A Chi- 
nese leaflet pro- 
motes S-26 with 
the slogan “Wyeth 
baby, great fu- 
ture”’ and shows 
a picture of a 
baby.» 


@ Discounts on products are 
advertised in a Hong Kong 
newspaper.» 


' Ge (\) 
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@ A Promil Gold leaflet in 
Hong Kong offers a free gift 
with every purchase and in- 
cludes a portion to sign up 
for membership with 
Wyeth’s baby club to receive 
further promotions. 4 
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Wyeth runs advertisements 
on Chinese TV showing a 
young girl putting S-26 in her 
mother’s shopping cart, with 
the commentary “the reason 
why a bright 4-year old girl 
can speak 4 foreign 
languages,... (is that she) ,- 
drinks S-26 for 3 years and |i 
9 months”’.» Pg 


e An advertisement for 
Promil Gold in the 
Motherhood magazine 
in Singapore shows a 
baby correctly fitting 
shapes into their corre- 
sponding holes, and 

claims the product is “Enriched with preformed AA, 

DHA, natural carotenoids, nucleotides & selenium 

that help mental and physical development”. Wyeth 

idealises the formula by saying “your dream of a fu- 
ture scientist in the family may not be just a dream”. 


An advertisement in Singa- 
pore’s Motherhood magazine 
“Win! Wyeth Promil Gold and 
Progress Gold milk powder 
worth $1190.40” asks moth- 
ers to submit coupons to be 
among 48 readers to win a tin 
of each product.» 


Win! Wyeth Promil GOLD and Progress 
GOLD Milk 


Special displays in Indonesian shops promote S-26 
and S-26 Gold. Sales reps encourage mothers to try 
S-26 or S-26 Gold by claiming their added DHA & 
AA content makes the products similar to breastmilk. 
Mothers can give their address to receive more ‘in- 
formation’ materials. 


A Mexican website promotes SMA Gold and Promil 
Gold. It advises that breastfeeding or formula feed- 
ing provide all that baby needs in the first months of 
life (equating their formula to breastfeeding). 


In Mexico, promotional trays for SMA Gold, Promil 
Gold and Progress Gold bears the slogan “Feeding 
the hopes of the future”. SMA Gold infant 
formula is represented |/J/pp 

merely by the word clan 
“Gold” following Wy- 

eth’s narrow interpreta- 
tion that the Code applies 
only to infant formula.» 


International Baby Food Action Network -- IBFAN 


Breaking the Rules, Stretching the Rules 2004 


@ S-26 Gold is displayed in 
pharmacy shop windows 
with price discount offers 
in Uruguay. 4 


@ In the UK, shelf-talkers 
announce discounted 
prices offered for SMA 
Gold and SMA Pro- 
gress.» 


In Peru, Wyeth gives dis- 
counts to customers who purchase S-26 infant formula. 


@ In Mexico, Wyeth distributes 


Seer leaflets to mothers in shops, 
> a promoting SMA Gold as 
MORASMACODATY “Closer to mother's 
terme 3 milk” and “the most 
—Steoe natural after mother's 
a milk” recommended 

“At a ronan ee “when your baby is 6 


} 
f 
sa 


months old. Congratu- 
lations!”’4 


he 
ii 
mul 


: 
l 
of 


ae Le < cures 


e A supermarket flyer in Hong 
Kong advertises Promil Gold 
with a $5 discount if purchased 
together with Huggies diapers.» 


@ Wyeth holds special sales for its S-26, S-26 Promil 
and S-26 Promil Gold in Thai department stores. 


e A large South African advertisement announces new 
packaging of 6 brands of Wyeth baby foods by show- 
ing a child reading a Wyeth newspaper: “HOT NEWS! 
Wyeth Nutritionals’ babies just got a face-lift”. A 
packshot panel displayed next to it claims that the prod- 
ucts “help ensure growth, promote health and aid 

= physical, men- 
tal and emo- 
tional devel- 
opment and 
well-being”. 

Leaflets in a 

dietitian’s of- 

fice use the 
same picture. 


—— 
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@ An advertisement in the UK 
magazine Baby & You 
shows three cute babies of 
different races and the 
phrase “SMA Progress is 
as individual as they are” 
and makes the claim “SMA 
Progress is the only one 
with the optimum balance 
of iron and Vitamin C”.» 


Promotion in health facilities, supplies 
and promotion to health workers 


> Article 6.2 bans the promotion of products within the 


heaith care system 


ry 4 > 2 . 
> irticle 6.3 prohibits the display Of produc is pric ards and 
i 
posters or the distribution of company materials unless 


requested OF APProve d by POVETHMENT 


@ S-26 key chains 
given to health work- |_ 
ers in Argentina |j Depa By %\= 
come with fridge . be 
magnets proclaiming 
“Look how easy and 

fast you can prepare 
S-26 Gold” and show 
a mother bottle-feed- 
ing an infant. The 

magnet is put up for display in the health facility. & 


Mire que facil Se, 
y rapido se prepara @ou 


@ In Argentina, Wyeth donated baby scale covers with 
a drawing of Wyeth’s cartoon baby, as well as cot 
covers with a big S-26 logo in the middle. ¥ 


Cot cover 


Baby scale cover 


Leaflets 


@ S-26 promotional materi- 
als are displayed in ma- 
ternity wards and on no- 
tice boards and shelves in 


VRB RAD 


Stickers 


» A bookmark found in a Hong 
Kong health facility shows a 
packshot of S-26 and a baby 
wearing a graduation cap. 4 


@ Health workers in Indonesia 
give samples of Promil follow- 
up formula to breastfeeding 
mothers even though their ba- 
bies are only 3 months old. 


e Posters advertising a range of Wyeth products are 
displayed in South African health facilities. 


e Wyeth posters, booklets on baby care, immunisation 
cards and other materials can be found in health fa- 


cilities in Malaysia. 


e Wyeth distributes note and 
prescription pads with 
mixing instructions for 
S-26 to health workers in 


Trinidad and Tobago. V > 


MALURE TO FOLLOW IXSTRUCTIONS PURY MAKE YOUR BABY 
fa SOE 
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@ In China, Wyeth donates display shelves and calen- 
dars with the S-26 brand and the company logo to 


health facilities. 
= 
e A table toilet paper dispenser in SOLO 


a Thai health facility is made to 
resemble a can of S-26.> 


@ In Thailand, company reps 
visit mothers in health facili- 
ties to gather addresses and 
to recommend the use of their 
products. 


* Company reps visit mothers at health facilities in 
Thailand to distribute samples of S-26. 


@ UK health facilities display booklets promoting SMA 
Progress. V 
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e Company reps give out product brochures to mothers 


at Thai health facilities. Sometimes, gift packs con- 
taining a tin of S-26 and brochures are given. ; 


——- ee 


Product brochure 


@ The company distributes calendars and stationery with 


the company name and logo or the S-26 brand name 
or both to health workers in Thailand. 


In Peru health workers receive S-26 calendars and 
notepads with the Promil brand name. 


In South Africa, Wyeth distributed the “Wyeth 
Nutritionals Reassurance Beyond Nutrition” folder 
to participants at the Sensitive Midwifery Symposium. 
The inside cover has an advertisement for a wide range 
of Wyeth infant formula products. 


e In Uruguay, Wyeth gives health 
workers prescription pads with 
pictures of a mother and her 
baby, of S-26 Gold and a baby 
holding a tin of S-26 Gold. < 


e In the UAE, Wyeth gives 
watches with the company logo 
to health workers. 


In Colombia, health facilities get a discount on S-26 
formula when ordered together with other products. 


Health workers in the Dominican Republic and Peru 
give free samples of S-26 Gold and SMA to mothers. 


Wyeth donates cot tags, posters and other items with 
their name and logo to health facilities in Peru; other 
items are displayed in obstetric stations and paediatric 
emergency areas. 


In Uruguay, an S-26 Gold ad- 
vertisement in a scientific jour- 
nal claims the product “con- 
tains long-chain polyunsatu- 

rated fatty acids, the same as 

breastmilk”. 


Clocks and other items with the 
Wyeth logo and brand names 
are displayed on nurses 
counters, in paediatricians’ of- 
fices, waiting rooms and maternity wards in Thailand. 
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> WHA Resolution 47.5 (1994) 


“fi rtd th) Tree 


@ Wyeth regularly donates unsolic- 
ited supplies of S-26, S-26 Gold 
and Promil Gold to health facili- 
ties in Thailand. The company 
takes turns with other milk compa- 

nies to provide free supplies to health facilities. 4 


@ In Indonesia, Wyeth sometimes invoices health facilities 
for supplies of S-26, but does not collect payment. Wyeth 
also gives unsolicited free supplies of S-26 to health 
facilities. In one hospital first class patients receive a 
gift pack which includes a sample of S-26 infant for- 
mula. Some health facilities receive supplies of S-26 
at discounted prices. 


@ In the Dominican Republic, Wyeth donates unsolic- 
ited supplies of SMA to health facilities. 


@ Many health facilities receive unsolicited free supplies 
of S-26 and S-26 Gold from Wyeth in Peru. 


Labelling 


> Article 9 of the Gade requires labels to NOT discourage 
breastfeeding and te inform about the correct use of the pro- 


duct. the risk of misuse and abide by a number of other points 


@ SMA Gold labels in 
Kenya are in English 
only and say “Now 
even closer to breast- 


milk” » 


© S-26 and SMA White labels in Kenya are in English 
only. The latter say “More satisfying for hungrier 
babies” implying breastmilk is insufficient. The same 
message appears on labels in the Gambia. 


@ SMA-Wysoy’s label in Kenya shows a picture ofa 
feeding bottle and teat. 


@ In Malawi, labels of SMA are not written in the na- 
tional language and omit the statement that the prod- 
uct should only be used on the advice of a health 


worker. 

@ The label of S-26 in Indonesia claims that it contains 
important nutrients vital for optimal growth and devel- 
opment, but does not mention the benefits of 
breastfeeding nor the need to consult a health worker. 


tional Baby Food Action Network 


WYETH 


@ A range of Wyeth Nutritionals products in South Af- 
rica including S-26 1, S-26 Geld, S-26 Promil. SMA 
: and Infasoy 1 carry statements like “Breastfeeding 
for babies is best from birth to 6 months” or 
“Breastfeeding for babies is best from 6-12” which 
may confuse mothers and others. 


@ In Mexico, a free 
sample of Wyeth’s 
Promil Gold has 
an insert under the 
lid showing a baby 
and slogans like - 
‘Now the future of 
your baby can be 
as brilliant as 
gold” and “ For 
babies that de- 
vour the world” .» 

i a a 

uIo LA [0] @ Labels of S-26 in Tanzania claim 

’ itis “closer to human milk in 

t its nutritional values when 

compared to other formu- 

las...”” and contain confusing 

age recommendations. 4 


‘sits wows e In Tanzania, the SMA Gold 
label states that it is “...even 
closer to breastmilk’’, claims that “...the balance 
of milk proteins are similar to that found in 
breastmilk” and advertises other SMA products. 


Misleading text and pictures 
which violate the Code 


> Article 4.2 requires all information mate rial to advocate 
for breastfeeding and not contain pictures OF Text M hich 
idealises the use of breastmilk substitutes 

> for hie alth professionals {rticle 7,2 Of the Cede onh allow § 


produc t information Vv hich is factual and scientift 


e An advertisement in “Com- 
munity Practitioner” in the 
UK shows packshots of 
SMA Gold and SMA White 
against a backdrop of a pool 
of milk with drops of ‘nucle- 
otide’ falling into it. The ac- 
companying text reads “al- 
ways looking for ways 10 
bring our infant formula 
closer to breastmilk”. 
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e Brochures promote S-26 Gold in health facilities 
in Hong Kong with the slogan “Never closer to 
astmilk as now” and a baby’s face with a ‘golden 


, In Singapore, a leaflet en- 
titled “Promil Gold - 7 


het prom [QO points advantage” bre 
*, = GOD ge. | promotes the [Q advan- kiss’ on its cheek. V 
pad By aaa tage of the product over 
% a other foods and milks. It 
| - claims to be Singapore’s 
| See 7 coker first follow-on formula 
| omens zoenger’ ES) fortified with both AA & 


| a mF & DHA.< 


e The Weth Golden Baby, high achievement in the 
future leaflet given out at the International Baby/Chil- at 
dren Products Expo in Hong Kong claims Promil Gold So all 
contributes to a child’s intelligence. It urges mothers ia 
to change to Promil Gold at 6 months to ‘“‘supple- 
ment nutritional deficiencies of older infants ” af- 


ter weaning. V 


BREAR ARKMEB Winn 
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@ The same baby pic- 
ture is found on fans 
given to health work- 
ers, bearing the “Al- 


ha” protein logos 
e A leaflet in Hong Kong claims “breakthrough in in- ee with ae 


fant formula’”’,showing a graph comparing breastmilk, Gold.> 
S-26 and one Brand A+. S-26 appears most similar i 
to breastmilk. 


Wyeth ®&& 
eee tHe 


@ Another S-26 Manual for health professionals in the @ The Handbook for complete development in all di- 


Dominican Republic claims that “S-26 for premature rections from birth - 6 months was distributed at the 
babies has a higher nutritional concentration than Thai Perinatal Society Conference. It contains claims 
ordinary formulas or mature breastmilk” and is “just that formula with added carotene, Omega 9 and other 
like human milk and contains whey-predominant pro- nutrients will promote immunity levels and brain de- 
tein” with “LCPUFA levels similar to breastmilk”. velopment similar to that of a breastted baby. 
° The My baby book in the Dominican Republic says e A pamphlet in China promotes Promil Gold and 
Your doctor recommends a Wyeth formula (S-26 Progress Gold with a picture of a graduate carrot with 
or SMA). Wyeth provides essential nutrients clos- blocks of DHA and AA. Infant formula is indirectl 
est to those of mother’s milk”’. promoted by the figure “1”..¥ ; 
e In Hong Kong, the MASSe ARENAS ec) 
leaflet How to prevent é&> 
allergies to milk pro- ee 


tein for your baby pro- 
motes 8-26 HA “as 
preventing genetic al- 
lergic reaction to milk 
protein” and “nearer 
in resemblance to 
breastmilk”’.4 
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@ In Thailand, the S-26 range leaflets given to health 
workers bear claims that the products have “complete 
nutrients closest to breastmilk” or have “biofactors 
for 3-dimensional development” and “the best com- 
plete thing that a mother could give her baby”. 


@ The brochure The best start, start here in Thailand 
promotes Wyeth’s S-26 Gold and S-26 Promil Gold 
with DHA & AA content levels closest to breastmilk. 


1 CL i 


Reassurance Beyond Nutrition 


Wyeth brochures and 
leaflets in Thailand use 
the intelligence theme to 
idealise its (DHA-AA 
enriched) products. 


IBFAN -- International Baby Food Action Network 
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° In the UK, the Taking Good Care of Mums and Ba- 
bies leaflet draws a similarity with breastfeeding by say- 
ing “giving your bottle fed baby a milk that’s closest 
to breastmilk is just one way to get a good start in life 

so at SMA Nutrition we give you more” .¥ | 


Front of flyer 


SMA NUTRITION. TAKING GOOD : 


: 
) CARE OF MUMS AND BABIES. 


TAKING GOOD CARE OF 
MUMS AND BABIES 


¥. 
ena Carelin: ¥ 
CE SS 


Flipside of flyer 
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www smanutrition.co.uh 
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e A leaflet in Peru given to mothers during their visit to 
health facilities contains information on the stages of 
the baby’s growth and says ‘“‘S-26 closest to mother s 
milk”. 


@ In Trinidad and Tobago, pregnant women who come 
for a check-up are given a packet with a booklet of 
helpful tips for parents-to-be. The envelope and in- 
troductory letter show packshots of SMA’s range of 
formulas. 


e A metro station billboard in Hong Kong promotes 
Promil Gold with the slogan “Wyeth with the best 
nutrition, in exchange for the best development ’. 
The ad prompted protests by breastfeeding advocates. 
It has since been removed. ¥ 
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FEEDING BoTTLEs & TEArTs 


Feeding bottles and teats 

come under the scope of the Min 

International Code of Mar- | 
keting of Breastmilk 

Substitutes. Manufac- 
turers are allowed to 
sell but may not ad- 
vertise or promote 
their products in any 
way. Their labels may not discourage breastfeeding. 
Monitoring has again revealed that manufacturers and 
distributors of these products consistently violate the 
Code. They are either unaware of their obligations or 
choose to ignore that the Code applies to their market- 
ing practices as much as to those of manufacturers and 
distributors of baby foods. Promotion of feeding bottles 


Avent ads in parenting 
magazines in the 
Dominican Republic, 
Germany, Serbia and 
Trinidad & Tobago 
compares the “natura/ 
shape” of mother’s 
breast to the product 
and says it “mimics a 


a 
~~ fo ee 
a 


Avent, 
Babelito and 
Chicco 
advertise on 
\\ Argentinian 
websites. 


undermine efforts by governments and NGOs to protect, naan NOUAULON 
promote and support breastfeeding. Since these com- se 

panies ignore their social and moral responsibilities, the 
situation can only be corrected by government regula- 
tion and through concerted action by consumers. 


» Article 5.1 of the Code prohibits advertising and all 
other forms of promotion of products under the scope of 
the Code. 


Advertising, a practice forbidden by Article 5 of the Code 


forms the bulk of violations. Advertisements of feeding Babelito, which produces difficult to 
bottles and teats are usually found in parenting clean feeding bottles (right), paints a 
‘ ‘ : mural (top) to promote its products on 
magazines, promotional leaflets and through websites. a pharmacy wall in Uruguay. 
In shops, special displays are common. Most of these | 
materials contain idealising text which claim the prod- = A Camera ad in’e mothers? 
‘ ‘ F P 5 ; as10710 na 5 5 ‘ 
ucts have characteristics similar to the mother’s breast Peles magazine in Thailand makes 


a sweeping claim that the 
product “/s safe for baby”, 
ignoring the risks associated 
with bottle feeding. 


or nipple. Invariably, the text is misleading and intended 
to discourage breastfeeding. 


A selection of pictures below illustrates. 


This Avent Naturally ad is F ei “rt toy Acta icv Ca Del acing be ‘ 
found in magazines in many “nama 

countries, including Italy, \ ‘ysis 
Lithuania, Mexico, \ Bs. 

Singapore and the UK. The > —_ aaa 
slogan “the bottle that helps | 
you to breastfeed longer” is 0) 
accompanied by text A\th 
claiming that Avent designs adress 


its feeding bottle to be “as 


Co 
a =e 
ible” An Argentinian ad in a store 2 
ossible”. : . 
2 ile magazine announces it takes 


babies “from breast to teat, er 
through Chicco”. where cD 


nL @ 


mean ehe pee (hey 
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FEEDIN' ers. 


Biberones 


GURITY 6 
WO ANON 


Height measures 
advertising Curity 
bottles to Mexican 
créches. 


magazine in Mexico claims 
it is “recommended by the 
Mexican Paediatric 
Association”, implying 
medical endorsement. 


(R) Dr. Brown’s Natural 
Flow feeding bottle ad 
entices mothers with 
the slogan “Your baby 
deserves the best!” in 
Motherhood magazine 
(Singapore) 


Deserves 


| Your Bab 
est! 


(L) An ad in Baby and 
You magazine (UK) 
announces: “7here used 
to be more questions 
than answers... Now 
there is a feeding bottle 
that provides one simple 
answer - The Dr. Brown's 
Natural Flow”. 


A Honduran 
Evenflo billboard 
advertises feeding 
bottles by 
showing a picture 
of daddy bottle 
feeding his baby 
and the slogan 
“with love for the 
baby”. 


Johnson & Johnson have 
discontinued their own line. 
of feeding bottles but their | « 
online store, ' 
www.Babycenter.com 
(accessible through 
Johnson & Johnson's 
website) hosts and 
promotes several brands 
of feeding bottles and 
teats. 


Huki manages to find 
seven similarities 
between its rubber teat 
and a human breast in 
this Indonesian ad. 
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This Mexican leaflet says “for best 
growth, Gerber is more than you 
imagine”. \n Costa Rica, an ad in 
pocket diaries given to mothers 
highlights the convenience of the 
product by saying “you can feed him 
even though you are not with him”, 
and in the Dominican Republic, a 
Gerber ad promotes its teats 
because baby “will enjoy his food”. 
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im VORLIO ESATTAMEMTE Cost. 


The caption above baby’s hand in a Mister Baby 
ad in Italy says “/ want it exactly like this”. 
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In Italy, a Mister Baby’s ad 
comparing breastfeeding with 
a conventional teat and the 
Mister Baby variety shows poor 
attachment to the breast and 
over-simplifies the complex 
movements inside the mouth 
that makes breastfeeding so 
different from bottle feeding. 


A blatant promotional ad 
for Mister Baby from a 
mother’s magazine in 


Taiwan. 
snncnt “No more crying babies!” shouts 
i this Singaporean advertisement 
NO MORE CRYI in the Motherhood magazine to 


With World First Heat Sen 4 Bottle Nub 


“parents who really care.” 


ssf, NUK 
BOSH X Shira», 


RUOMLEC Le 
8 rvory ss war 


Ime 


Peters 
wey, ss 


AICON NUON —— 


— H 
SSO. | Se 


: pent ee 


wad 


ye 
A Nuk ad for its feedi ‘. 

uk ad for its feeding cm i 
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Japanese magazine reminds <— Combi 
oc 


“Mothers, please start 

thinking about regular teeth before a baby’s first tooth comes 
out” and claims products are modelled “on mother’s nipples 
where a baby has to use its chin and tongue” and “its unique 
shape is ...the result of .. research on how a baby trains its 
nose to breathe...” 
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Cute gurgling babies are used by 
NUK to hard-sell bottles and teats in 
Armenia. An advertisement in the /o e // mio 
bambino magazine advertises NUK bottles as “ Nuk a natural 
philosophy . the best alternative to mother’s breast.” The 
advertisement shows a mother bottle-feeding her baby and 
portrays NUK teats as equivalent to mother’s nipples. 


pigeon 
{(PUS. PhpPt'! TVTOFBTSZELE. 


SERORU EC eHOrs! 
ee 


ee nar 


(pl < mu come. OF nitp:/ pigeon. info/banyu 


An interesting juxtaposition of the pseudo with the real thing. 
This time a two-page spread from Pigeon in Japan shows how 
satisfied and happy baby can be even when its not mummy. 


+ ee 


Der. t*O* rat 
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The baby in this Pigeon 
magazine ad in Indonesia says 
“My friend won’t make me 
choke”. An illustration draws 
similarity between the Pigeon 
teat and mother’s nipple. 


The breast as an icon? This 
hard-cover Pigeon book in 
Japan uses cartoons to discuss 
breastfeeding, but contains 
erroneous and misleading 
information. 


Sao 
<a aeecwae range & 
nat Hak \ | 9 
NON HW yt . Tuver 
Tommee Tippee ad in the “Bottoms up!” - Tolly Joy in 


Singapore borrows the famous 
phrase among drinkers to sell 
feeding bottles. 


UK talks about “a teat so 
close to the real thing, it 
could be mummy”. \ndeed. 
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__ Feepinc Borties & Tears 


Manufacturers, distributors and retailers occasionally 


offer gifts and special discounts to induce sales. 


Avent 
Newborn Starter Set 


Enter Coupon Code: 
“in075" for 7.5% off 


a“ WES gs 
erf > ne 
on ect for the new mom 


Price: Now Only 
We don't Charge Sale Ta 
SKU # 422 


THOU 


“Perfect for the new mom” discount given by an 
online baby store for Avent products. 


To boost sales, manufacturers and distributors are 


‘| 


mic el \\ \ 
ANION 


increasingly joining forces with parenting magazines to 


offer gifts of bottles and teats to subscribers. This 


type of promotion is similar to sampling. 


a 


A Pigeon ad in Parents Guide 
magazine in Indonesia offers the 
first 20 subscribers Pigeon gift 
packs which include feeding 
bottles. Other subscribers will 
get up to 35% discount on 
Pigeon products. 


the magazine. 


Other methods of promotion are through special 
displays and baby clubs. 


NUK Baby Club 
application forms 
were distributed at 
an expo in Hong 
Kong. 


Snoopy, the 
famous 
cartoon 
character 
pushes NUK in 
Serbia. 


The Parenting magazine in 
Mexico offers a Curity 
bottle as a gift with a 
one-year subscription to 


Fe —— 


within the 


There are also reports of samples of bottles and teats 
being given to health care facilities by Huki in Indonesia 
and Pur in Thailand. These are then given as gifts to 


mothers. 


Pigeon actively promotes its products in health facilities in the 
UAE by offering gifts and booklets which contain bad breast- 
feeding advice. For example it starts by asking “how to know if 
breastmilk is sufficient” and advises weighing before and after 
nursing. It worries mothers by saying that dried breastmilk may 
cause bacteria and mould! ‘Change your Pigeon breastpad every 
3-4 hours’. |t stresses the need for breastpumps because of 
likely abnormalities of the baby’s mouth or the mother’s nipple, 
flat breasts, inverted nipples, baby can’t suck properly, breast 


too hard, etc. 


PIGEON BP YQ >t 


Huge boxes of these packs 
have been given to a hospital 
in UAE to be distributed in maternity and paediatric wards. 


> Article 9.1 of the Code requires labels to NOT discourage 
breastfeeding and to inform about the correct use of the pro 
duct, the risk of misuse and abide by a number of other 
Points 


The Code requires that labels should be designed to pro- 
vide the necessary information about the appropriate use 
of the products, so as not to discourage breastfeeding . 
Monitoring reveals that information on labels of most 
feeding bottles and teats contain claims of similarity with 
mother’s nipple or breast and have misleading informa- 
tion or statements which idealise bottle feeding. 


Chicco labels in Indonesia have 


m0) Til a picture of a baby and offer 
WWE an extra teat for every 
* ® 
; Neco purchase. The label claims its 
sti design and function are similar 
% pall? to a mother’s breast and will 
. Sa promote the growth and 


development of the baby’s jaw 
and teeth. It claims to prevent 
choking, vomiting and 
indigestion. 
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<4 In Malaysia, Doctor Baby claims 
its teats are shaped like mother’s 
nipple and are non-carcinogenic. 


The label of this Pigeon teat 
shows how similar it is to 
mom’s nipple so that “baby 
can switch from breastmilk to 

infant formula smoothly.” » SShcRHECS 


oe 
| ee 4 Evenflo label in Mexico 
atcral claims its feeding bottle 
aaa and teat is “just like 
SEAN Mom”, “natural ...like you” 


Label of Pigeon feeding {ounma 


bottle and teat in 

Indonesia features two 
cute cartoon babies and 
claims to have an anti- 
choke regulator. 


Space constraints mean many violations are excluded 
from this report. The chart below summarises the per- 
formance of 14 companies in relation to applicable Code 
provisions based on data collected from January 2002 
to March 2004. 


Partial Compliance 
CoMmpPLIANCE Compliance Unknown 
Substantial Not 
WITH THE CODE X Been ee. 
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Products such as ‘formula for mothers’ and growing 
up milks (GUMs) are not within the scope of the Code. 
Nevertheless, the aggressive promotional tactics 
used for such products serve to undermine 
breastfeeding. IBFAN monitors reported on these and 
other practices which are not banned by the Code but 
which give rise to conflicts of interest and clash with 
messages which promote breastfeeding. 


Familiarity boost sales 


The marketing of formula for pregnant women and 
breastfeeding mothers give baby food companies direct 
access to mothers and gives them an excuse to be present 
in health facilities. The Code prohibits such access for 
marketing conventional baby foods such as formula and 
other breastmilk substitutes. Moreover, formula for 
mothers is unnecessary and undermines their confidence. 


Growing-up milks or 1-2-3 milks (GUMs) were also in- 
vented to bypass the restrictions of the Code especially 
in terms of advertising and promotion in clinics and 
hospitals. 


Both formula for mothers and GUMs use brand names 
and designs or pictures and logos which are identical or 
very similar to those of products covered by the Code. 
The promotion of the one links the mind of the consumer 
to the other, creating brand awareness and extending 
brand loyalty into another range of products. 


@ For years New Zealand Milk Ltd. only sold Anmum 
formula for pregnant and lactating mothers in South- 
east Asia and the Middle East. Since this was not a 
breastmilk substitute, its marketing was not regulated 
by the Code. Because of this, Anmum gained access 
into health facilities where it became popular with both 
health workers and mothers. After entrenching the 
brand in hospitals and clinics, in 2003, the company 
introduced an infant and follow-up formula range called 
Anmum Infacare in Malaysia. Promotion of Anmum 
formulas for mothers now also promotes infant for- 
mula because it has the same name. 
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Formula for mothers ... and for baby 


EnfaMam 


same brand name! 


@ Mead Johnson (Enfa range), Wyeth (S-26 range), Hipp 
and others all exploit the value of similar brand names 
by selling a product to mom during pregnancy and thus 
promoting the sale of baby foods once the baby is 
born. 


SGM) e@ The name and the 
packaging of SGM 3, a 
GUM manufactured by 
Sari Husada (Nutricia) in 
Indonesia, is very similar 
to that of the company’s 
infant formula and 
follow-up formula. 


An advertisement — 
“Baby’s needs 
increase as he 
grows” — in the 
Ayahbunda maga- 
zine in Indonesia 
promotes Nutrilon 3 
Step-up as a food 
that claims to meet 
the nutritional needs 
of a child 1-5 years 
old. Implicitly, this 
advertisement also 
promotes Nutrilon 1 
and 2. 


Nutricia also markets Bebelac 3 or Delilac which are GUMs 
but look very much like Bebelac infant formulas. The similarity 
is intentional, and very profitable too! 
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Exploiting women’s fears and 
aspirations 


Companies are aware of every pregnant woman’s 
desire: comfortable pregnancy, safe childbirth and 
healthy, intelligent babies. More than happy to fill this 
wish, companies flood the market with expensive 
formulas that promise everything from smart foetuses 
(milk for pregnant women), to superior breastmilk (milk 
for breastfeeding mothers), to blue-ribbon babies 
(growing-up milk). The aggressive promotion of such 
products deliberately hides the fact that a balanced and 
sustainable diet of local foods, available at a fraction of 
the cost, will supply the nutrients required for a healthy 
pregnancy and successful breastfeeding. 


For example, Abbott promotes Formance for mothers 
or mothers-to-be in China with a leaflet proclaiming 
“Before delivery, nurture the foetus; after delivery, 
boost milk production” and claims that it improves 
upon the quantity and quality of mother’s milk. Such 
messages undermine mothers’ natural ability to 
breastfeed. 


A wall poster for Formance seen 
inside a pre-natal clinic in China 
gives mothers the impression that 
the product is necessary for a safe 
and healthy pregnancy 


In Hong Kong, Wyeth 
insinuates that S-26 Mama, 
an unnecessary product, will 
nurture an intelligent child in 
the womb. 


Capitalising on the 
same intelligence 
theme, promotion 
in Singapore and 
Vietnam claim that 
Anmum has 
important nutrients 
that support the 
growth and 
development of 
baby's brain during 
the early stages of 
pregnancy. 
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Similarly, a shelf talker in a Malaysian supermarket advertises 
Anmum as “healthy for baby's brain development.” \\lustration 
projects the image of a pregnant woman envisioning the 
healthy growth of the baby from foetus to full grown baby. 


In Thailand, a Mead 

Johnson ad shows a 

mother using earphones 

to allow her foetus to 

listen to classical music. 
Simultaneously the ad 

shows how Mead k 
Johnson’s formula flows , 

to her foetus’ brain. A 

similar ad in Malaysia says 
“Beethoven can stimulate your 
developing baby’s brain from 
the outside. Now, EnfaMama 
can help develop his brain 
from the inside. 


ernnwues 


Giawld douiwuravo nvousinnwly 


Testing the limits of 
decency: as if the previous 
ads were not aggressive 
enough, this one (in 
Thailand) goes further to 
show a foetus holding a are 


iE 
vov0Tay TuUsnsrnudr 
+ Dogo lines 


vat 


can of Anmum like a 
prized possesion. 


“tyes aruda 
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Cashing in on the goodness of 
breastmilk and parental love 


In an attempt to outdo each other, milk companies are 
claiming that their GUMs (growing up milks) contain 
properties similar to breastmilk which are required to 
“help develop brain and visual acuity. Another 
recurring claim is increased immunity against sickness 
and disease provided by GUMs. For example, an | 
advertisement in Avahbunda magazine in Indonesia 
promotes Morinaga’s Chil Kid for children one year 
and older with a picture of a toddler saying, “Mom ... 
mom, now I dont easily fall sick.’ The label 
resembles Chil Mil follow-up formula. 


Some ads even resort to psychobabble by comparing 
their products with mother’s love. Claims like “good 
as your love” are used with reckless abandon. 
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“Timothy started reading 
when he was only (wo. 
Look at bin aow, he's 

definitely special” 


4 ym, ' is 
fel eStt-u Vida. ie 


A bewildering array of claims — these ads attempt to emotionally 
link the product with intelligence and parental love 


Baby clubs: entry to Direct Marketing 


Hospitals used to give companies lists of new mothers’ 
addresses as a routine. They now know better. So the 
companies had to find a new way to get mothers’ 
particulars. Most have set up baby clubs, parenting 
clubs and online networks as a way of reaching out to 
mothers everywhere. Advertisements and coupons in 
hospitals extend invitations to mothers to sign up with 
such clubs and networks in their early stages of 
pregnancy. Through this, companies are able to gather 
personal data about mothers (and babies) and can thus 
directly promote the entire range of products, starting 
with milk for mothers, followed by breastmilk 
substitutes and then GUMs. The Code forbids 
company personnel from contacting mothers but 
through the clubs, the companies argue, that mothers 
contact them. 


The “Asian Mom 
Network” is an 
attempt by Mead 
Johnson to reach 
mothers through 
cyberspace. 
Applicants will 
receive a free 
sample. 
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For mothers who were not ‘captured’ by product 
promises early enough, milk companies have created 
other clever schemes to get them hooked on GUMS. 
These programmes emphasise growth and develop- 
ment urging mothers to ‘catch up’ and join the com- 


pany bandwagon. 


Join the Frisogrow 
Programme 


Very similar ... 


Half of the leaflet is a “response card” allowing for the mother’s 
contact information and the baby’s current formula brand to be 

sent to the company for more ‘information’ and free samples of 
Frisogrow 


ax 


Gift packs for mothers who enrolled in Mead Johnson's Mother's 
Club at an expo in Hong Kong. Inside the pack is a “Mead 
Johnson A+ 3 steps to stimulate intelligence” booklet and a 
pack of educational cards. Indirectly, these promote Enfamil’s 
A+ formula. 


Expert advice from company-friendly 
professionals 


To boost credibility (and sales), companies team up 
with the media and promote their products via spon- 
sored advertorials on maternal and child nutrition. 
Often written by health professionals or the company’s 
in-house nutrition team, these advertorials directly or 
indirectly endorse a particular product or brand . 
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Hipp advertorial in German magazine. Note the similarity in 
design of labels of growing-up milk (centre) and formula (right) 
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This advertorial in a parenting 
section of a Malaysian 
newspaper has an accom- 
panying advertisement for a 
“Super Discount Saver" 
which offers a 40 sen 
discount for each jar of 
Gerber "World's No. 1 Baby 
Jar Food". The advertorial 
talks about the different 
Gerber foods required for 
different stages of baby's 
growth and method of 
preparation. It also asks 
readers to take advantage of 
the discount offer to try out 
all the different flavors of 
Gerber jar foods. 


Sponsorship 


Almost all companies involved in the baby food 
business sponsor seminars, conferences or training 
sessions for health workers or sponsor individual health 
workers' attendance at such events. Although the 
Code allows for such funding (provided it is disclosed 
to the relevant parties), the acceptance of financial 
incentives from milk companies will convey conflicting 
messages. What is more disturbing (but not surprising) 
is that companies use these functions to promote their 
products in the name of scientific information. 
Participants at these events often receive gifts, a 
practice prohibited by the Code. 


Nestlé makes its presence 
felt in a paediatric 
conference in Argentina. 


And in Thailand. ® 


Abbott sponsorship of a 
perinatology conference 
in Thailand. 
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WYGED ta, 


Product promotion 
from Wyeth and 
Mead Johnson 
pervade the 
exhibition area of 
the same 
perinatology 
conference in 


Thailand. 
, , Nutrilon 
srs ent nthe har mie peptone teal 
Nuigactcem corse mer eryesterys tee seme tr tte What better way for 
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So ce SE a a Fe a a nar ma Nutricia to imprint 
ee its name with health 


professionals in 
Indonesia than 
conducting a course 
for them? 

With an excellent 
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Other practices worth noting 


Depending on how stringent the Code or the 
marketing law of a particular country is, Abbott Ross 
will either market Gain Plus as a follow-up formula 
or as a growing-up milk. 


Gann Oe 
18 months iahws pd Lad pgud 1A yo 
placket (dpe ad simenig dase ps! 
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resort Esai ey 4) 


es mR SE 
o matauinee ef jeedl ind pays 
aunnmnnee” & A Vision for Better Nutrition mS «, 
o FQRAB . 
Sanane ner Ae In the UAE, 
Me moHNs” Gain Plus - “ 
£ yan 18 months In Malaysia, 
Int * ok 7 a Gain Plus -1 
aetna j to 3 years. 
mon 


Same brand, same company, different ages... 
How can mothers not be confused? 
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IDAI, the Indone- 
sian Paediatric 
Society. The IDAI 
collaboration is 
tantamount to 
medical endorse- 
ment of Friesland 
products and sends 
conflicting mes- 
sages to mothers. 


1h Pan 
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Simply No Compromise 


The New Era | nfant Formula 


Abbott Ross demonstrates the tricky art of adaptive reuse. The 
tactic to advertise a breastmilk substitute by promoting a GUM 
is evident — the same ad used to advertise Similac Advance 
infant formula in one country is reactivated to promote Isomil me 
Plus growing-up milk in another. Why reinvent the wheel when preastfeedin is best This poster from a UAE 
you can rehash? The baby does the marketing. for your aby atctnity Associate 
sub pa eh cantina ei breastfeeding with 


a nr Ta al Nestlé’s name and 


‘ , eres logo. 
e A Nestlé calendar which advertises Nido GUM in the pia as 


Dominican Republic promotes the culture of bottle 
feeding by showing a picture of a youn irl bus Z 
as on SS eke ’ | Feeding Bottles and Teats 


feeding her doll. 
Like manufacturers and distributors of baby foods, bottle 


and teat companies are finding that it pays to fund health 
workers for conferences and research. Although these 
are allowed by the Code subject to disclosure, the ethi- 
cal issue of conflicts of interest remains unresolved and 
health workers who are mindful of their responsibilities 
to promote and protect breastfeeding should be careful 
not to involve themselves with companies which are Code 


violators. 


Strange bedfellows — a signboard 
acknowledging Avent and Playtex 
sponsorship of a breastfeeding 
convention in the USA 


Nestlé starts them young! 


pr aer es Premio AVENT 


The ultimate conflict of interest (\ calione} 
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Companies which necessarily compete with breast- | | 
feeding because they produce substitutes, must not be aia 
allowed to advertise their names or logos under the pre- cabal 
text of promoting breastfeeding. : 


@ Friesland distributes breastfeeding posters to health || 
facilities with the slogans “The best beginning for An ait leaflet found inside a breastf 
ound inside a breastfeeding book 


life” and “More than jus y's ” i 
if re than just a mother s love” showing promoting Avent's sponsorship of a competition for 


its own company name and logo as well as that of NaERrabaral Teeranneiccs ee 
ing promotion project. 
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MONITORING THE CopE 


IBFAN continuously compiles violations and welcomes your input. 


Have you noticed any company practices latel i 
7 | y which violate the International Code or subsequent 
resolutions? Or which discourage breastfeeding? If so, help us collect the information by rhsesmasr and 
completing the form below and sending it to — 
IBFAN-ICDC, P.O Box 19, 10700 Penang, Malaysia. E-mail: ibfanpg@tm.net.my 


FPP H HHH H HEE H REET HEHEHE EEE EEE EEE EE EEE EEE ESET EEE EEE HEHE EEE EEEEeeeeeeS 


SHSSHHEHEHHHHHSHESHHHHEHHHEHEHHEHEHEEHSEHHEEHHHHEHEHEHEEEEEEELESESEEEESEE Ee +«(=§é.—(§ j§j- -__ S&8FFFFFPFOPHeeeesserereseeseseneeesseesesesesesesesesy 


CEPTS RS Peers aederedecececeneadcecanacecnnccceccenccnnccesccoeccceccccceccce 8 6«=—=—=—_- MSE SSSSS NLS R RELATE RCeREeEEreEseereooeseonesoRseeseeses 


The above information is necessary to enable IBFAN-ICDC to double-check the information you 
have given, if necessary. Your identity will be kept confidential. 


Description of Code violation (please answer all questions, especially the when, where, who, what and how) 


NUT cae ssc sche se vasa sessed eeoensesidavnsnspssnvesededancsonnorsesseeshesehEADOEREOGR 
(Include heading or slogan found on company materials.) 


UMN ER A WIOIATION OOSCEVCO ) (OC/MIN/VYYVY) «.:..........2-002500.0ccescnoserooeesseosenearomsouansnnasneeansoboagesennnhe 


. Where? (place, city and COUMETY) «2:00.00... ccc seesseesessensrcncnsensenecenscetsseresnnsscosoensunensnanennonosonuaennns 
(For newspapers and periodicals, please indicate the name and date of publication.) 


. Who is violating the Code and how? 


Type of violation” 


'Type of product: A. Infant formula, B. Follow-up formula, C. Complementary food, D. Bottle & Teat, E. Other (please specify) 


?Type of violation: A. Advertisement, B. Commercial promotion in health facility, G. Company contact with mothers, 
D. Donation of products to health facilities, E. Free sample, F. Gift to health worker, G. Gift to mother, H. Inadequate labelling, 


I. Promotion in shops, J. Sponsorship, K. Other (please explain, use another sheet of paper if necessary) 


If specimen or picture is attached, tick here |_| 


5. Observation / Details (Please use another sheet of paper if necessary): 


© This form may be returned to IBFAN/ICDC by post or via email as a Word, PDF or JPEG file. An tae are ia 
this form can be obtained from IBFAN/ICDC at ibfanpg@tm.net.my or can be downloaded from the IBFAN webs! 


; 

2 Vi rm. 

¢ Where possible, include actual specimen, photographs or scanned images of Code satin pe pide 
e Samples should be identified and matched to the correct forms, especially when you do more 


Thank you! 
Together 
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“About IBFAN 


The International Baby Food Action Network (IBFAN) is a 
coalition of voluntary organisations in both developing and 
industrialised nations, working for better child health and 


nutrition through the promotion of breastfeeding and the 


elimination of irresponsible marketing of artificial infant | 


bOtt-Huss © Dangne ¢ 17 
toe : : foods. | 
veneeCl IBFAN was launched in October 1979 and the network 
batt Ft 2 > now counts over 200 citizen groups in. 95 countries around 
» Garber ‘Hipp & Har the world. The network helped to develop the WHO/ — 
f MOB UNICEF International Code of Marketing of Breastmilk 
age Substitutes and is committed to seeing marketing practices 
phe SA i ? everywhere change accordingly. IBFAN has successfully 
gee RE z ee. used boycotts and adverse publicity to press companies 
Bites ot into more ethical behaviour. It also helps ‘to promote and 
oe a support breastfeeding in other ways. 
: : : ; INTERNATIONAL 
3 About ICDC CODE 
2 % DOCUMENTATION CENTRE 
? _ The International Code Documentation Centre (ICDC) was 
Cecil set up in 1985 to keep track of Code implementation 
li ; a worldwide. ICDC publishes The State of the Code by 
F Country and The State of the Code by Company every two 
Z to three years. Since 1991, ICDC has been giving training 
courses on Code implementation to assist governments in 
* drafting appropriate legislation and other measures to 
. i protect breastfeeding. ICDC collects, analyses and evalu- 
. ates national laws and draft laws. ICDC also conducts Code 
a ae Fee monitoring courses and maintains a database on Code 
‘Siuleccameal, itis « Manoa violations worldwide. ce 
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 IBFAN=ICDC 
~ 10700 Penang, Malaysia : 
| Fax: +60-4-8907291- ee 


